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when 
you 
think 
of 
PEACHES 
you 

think of 
GEORGIA 


when you think of SPOT TELEVISION—think of these stations 


Georgia is famed for growing peaches— 
just as these stations are famous for grow- 
ing sales. Alert national advertisers know 
they are leaders with the coverage, audi- 
ence and reputation that produce results. 








Television Division 


Edward Petry & Co.,inc. 


The Original Station 
Representative 


* ATLANTA + BOSTON + DALLAS + DETROIT + LOS ANGELES + SAN FRANCISCO = ST. LOUIS 








February 20-March 19, 1961 


STATION TOTALS 


NS! SURVEY—GRAND RAPIDS-KALAMAZOO AREA 


BUT... WKZO-TV Is Your Best Move To Bigger 





Homes Delivered 


Per Cent of Total 





WKZO-TV 


STATION B 


WKZO-TV 


STATION B 





Mon. thru Fri. 
9 a.m.-Noon 


Noon-3 p.m. 
3 p.m.-6 p.m. 


Sun. thru Sat. 
6 p.m.-9 p.m. 
9 p.m.-Midnight 


48,400 
65,900 
56,400 


155,600 
138,200 





34,000 
53,800 
71,900 


96,800 
66,200 





WA P a ( y) . 
She Pelyer lations 
WKZO-TV — GRAND RAPIDS-KALAMAZOO 
WKZO RADIO — KALAMAZOO-BATTLE CREEK 





58.7 
55.0 
43.9 


61.7 
67.6 





413 
45.0 
56.1 


38.3 
32.4 





WJEF RADIO — GRAND RAPIDS 


WJEF-FM — GRAND RAPIDS-KALAMAZOO 


WWTV — CADILLAC-TRAVERSE CITY 
KOLN-TV — LINCOLN, NEBRASKA 


Audiences In Kalamazoo - Grand Rapids! 


WKZO-TV reaches far more homes—monthly, weekly, 
daily—than any other Michigan station outside Detroit. 
It delivers more homes than Station B in 105 of 112 
quarter hours surveyed, Sunday through Saturday, 6 
p-m.-10 p.m. (NSI, see left). And WKZO-TV serves 

both Kalamazoo and Grand Rapids—each is among 
America’s 55 fastest-growing markets in population and 
households. 


When you make your move in Kalamazoo-Grand Rapids, 
make it with WKZO-TV! Then if you want all the rest 

of outstate Michigan worth having, add WWTV, Cadillac, 
to your WKZO-TV schedule. 


Sources: NCS No. 3, NSI (see box), Television Magazine. 


*Austrian Wilhelm Steinitz held the world chess championship for 28 
years—the longest ever. 


WKZO-TV. 


100,000 WATTS © CHANNEL 3 @ 1000’ TOWER 
Studios in Both Kalamazoo and Grand Rapids 
For Greater Western Michigan 
Avery-Knodel, Inc., Exclusive National Representatives 
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a channel 12 community 
service presentation 


s surely as “the air waves belong to our people"... 
ONO-TV devotes a prodigious portion of its time, 
alent and energies to conscientious commun 

rvice. Our entire staff is public-service oriented, 
ognizing that we have the opportunity to continue 
ilding a safer, better educated, more enlightened 
n Antonio and South Texas. Besides carrying a large 
hedule of nationally created public service programs 





hee eee ee ee ee eee ee ee ee ee ae ae 


ARY: 
‘U.S. Army Reports”—for Fourth Army. 
“Biggest in the Southwest”—for Kelly Field 
and San Antonio Air Materiel Area. 
“The Greatest War”—for Ft. Sam Houston: 
an historic record of weapons of the 
Civil War. 
“Summer Safety”—for Brooke Army 
Medical Center. 


"Cloverleaf Varieties“—for Fourth GOODWILL: 
Army Recruiting. ° “Mexican Holiday” 
"Aerospace San Antonio”—for Randolph © “Denseeis Cold” 


Air Force Base. 


constant safety instruction. e 
The Friendly Stranger”—for San Antonio 


one-half hours answering questions 
Phoned in by viewers. 

‘ax Telethon”—to answer viewers’ 
questions on income tax problems. 





e “Know Your Social Security”—quarter- 
hour series produced for local 
Social Security Office. 

® “San Antonio Federal Reserve Bank” 

© “The Picture Behind Our Ghost Towns” 

® “Report on the Missions” 

@ “San Antonians in Uniform”—filmed by our 
local news director on a European tour. 


° “The Modern Pentathlon” 


"U.S. A. F. Language School”—for o"A Fun” studio presentation. 
Lackland Air Force Base. ccent on Fun e “Sunday Moring Worship”—weekly 
remote program. 
MEDICAL: 
UBLIC SAFETY: ° “Flight Nurse—Lifeline in the Sky”—for TOPICAL: 
"Biography of a Fire“—for the _mfooks Aerospace | cal Center. ® Daily interviews concerning civic, cultural 
San Antonio Fire Department. e “Army Burn Center "—for or social events of general interest to the 
|Fire Fax”—weekly programs for Brooke Army Medical Center. community. plus local film newscasts, 


“Exercise with Betty & Glenn”—a daily 
exercise show conducted by professional 


Police Department Vice Squad. physiotherapists. 
CULTURAL: COMING SOON 

IVIC: © “Ideas in Focus”—~a weekly half-hour — Apenagety pymehony Camcect Settes 
MThe Children’s Hospital—a one-hour of discussion by a Rabbi, « Priest. and a . P N sper crn Fagen 
filmed and video taped tour of Protestant Minister. om | St cater ee 
Santa Rosa Hospital’s new * “Young Pegasus”—for the e ti oe * 

Children’s Hospital Facility. San Antonio Public Library. lives of Great Assanicuns 

‘The Austin Report”—for State Senators © “Little Theater Reviews”—for the AND MORE AND MORE AND MORE 
and Representatives. San Antonio Little Theater. 

‘The ot Crisis“—a panel of all 

ators and Representatives from u 
Bexar County, on the air live for five and AGRICULTURE: KO NO tvchann el 12 


® “Livestock Auction”—at the 
San Antonio Livestock Exposition. 
®™Gardening with Renton”—weekly 
gardening program for urban farmers. 

































and local and national spots . . . we initiate numerou 
community service projects which are conceived 
planned and produced by our station . . . working 
closely with civic, cultural, military, religious and edu 
cational groups. Several programs are reproduced b 
us for airing on other stations. We are proud of thi 
year's community service accomplishments .. . al 
locally produced . .. as partially outlined on this page 


EDUCATIONAL: 


e “Conversational Spanish”—series for 
St. Mary’s University. 

© “Learn to Type”—series for 
San Antonio College. 

e “The Art of Investing”—-series for 
San Antonio College. 

@ “Set Theory in Mathematics”—series for 
St. Mary’s University. 


RELIGIOUS: 
e “Catholic World Report”—weekly live 


complete weather coverage, and 
bulletin news coverage. 


SAN ANTONIO, TEXAS 
Represented Nationally by the 
KATZ AGENCY 
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19 NEW BRANDS, NEW BUDGETS 





Growing number of new products from large and small 








VLL SAY THIS... 


“WLW Television Stations have 
gone all out to sell RCA Victor Color 
TV sets in the grand tradition of the 
Crosley Broadcasting group .. . 
covering store fronts and home 

~~“fronts to really mean business for 

| RCA Victor. Advertisers have a pot 
of goid waiting for them at the end 
of the WLW Television Color 
rainbow!" — 


RA) COL jm 


Raymond W. Saxon, Vice Pres. 
Marketing 
RCA Sales Corporation 


Cail your 
WLW Representative... 
you'll be glad you did! 





WLW-!I 
Television 
Indianapolis 


WLW-c 
Television 
Columbus 


WLW-D 
Television 
Dayton 


WLW-A 
Television 
Atlanta 


WLW-T 


Television 


Cincinnati 





Crosley Broadcasting Corporation 
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firms may expand tv billings 


24 ‘READ THE BOOK’ 


That's what critics of his controversial best-seller 


haven't, says Rosser Reeves 


No 
~ 
o 


>) PIPELINE TO SALES 


Intelligent use of tv has been that and more for the 


members of the AGA 


28 TV’S ‘SEVERE TEST’ 


It?s Washington, notes FCC commissioner Rosel Hyde, 


urging the industry to action 


Bi 


SPOT SPREADS ITS WINGS 


Second-quarter billings more evenly distributed by 


time periods, reports TvB 


| DEPARTMENTS 


5 Publisher’s Letter 
Report to the readers 


9 Letters to the Editor 


The customer always write 


13 Tele-scope 
What's ahead behind the scenes 


15 Business Barometer 


Measuring the trends 


17 Newsfront 


The way it happened 


31 Viewpoints 


Programming pros and cons 


32 Film Report 


Round-up of news 


39 Wall Street Report 
The financial picture 


13 Spot Report 


Digest of national activity 


69 In the Picture 


Portraits of people in the news 


70 In Camera 
The lighter side 


Television Age is published every other Monday by the Television Editorial Corp. 
Publication Office: 109 Market Place, Baltimore 2, Md. Address mail to editorial, 
| advertising and circulation offices: 1270 Avenue of the Americas, Rockefeller Center, 
| New York 20, N. Y., CIrcle 7-7660. Second class postage paid at Baltimore, Md. 
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Letter from the Publisher 


End of Option Time 


Some time this fall the FCC is expected to lay option time to 
rest. And it doesn’t appear as if there will be too many mourners 
at the bier. 

Yet, this can be a disastrous move vitally effecting the long- 
range relationship between networks and stations. The FCC stands 
in a paradoxical situation. On the one hand it seeks to elevate the 
standards of the business; on the other hand, by eliminating option 
time, it will do exactly the opposite. The stand of the majority 
of the FCC, unofficially expressed, reflects the naivete of those 
commission members about the business operations of the broad- 
cast industry. By eliminating option time, the networks will of 
necessity be operating in a pressure-cooker atmosphere. There 
will be increased pressures for station clearances, for more time 
sold to fill the extended hours, for more discount structures, scatter 
plans and participation announcements. There is nothing wrong 
with the networks going after business wherever they can find it. 
There is something wrong with offering the kind of deals that lead 
to a downgrading of the medium. What is the FCC’s function in 
this upcoming maelstrom? The commission, if it so wishes, could 
solve this problem directly and simply by limiting acceptance of 
not more than 214 hours an evening of network programming. 


Benefit for All 


What would this accomplish? First of all, it would reduce a 
tremendous burden now carried by the networks. Network econ- 
omists are agreed that all three networks could make more money 
by programming two and one-half hours of evening time rather 
than the four hours plus per evening. Because of soaring program 
costs and fixed costs such as transmission, the networks are in the 
uncomfortable position of seeing their grosses go up and the net 
go down. A further likely result would be improvement in pro- 
gramming. 

The stations would be in a better position to program locally. 
The local and regional advertisers would get a better break. The 
syndicators would be putting out more fresh quality product. In 
fact, every segment of the industry would benefit. 

The networks and the stations are interpendent upon each 
other. A healthy business relationship between the two means a 
healthy industry. It means, too, that the public is better served. 
The extension of network programming has led to a myriad of 
problems and tensions. There is a growing lack of mutual under- 
standing. Stations and networks are stalking each other, suspicious 
of the other’s intent. Both networks and stations have testified that 
option time is essential to orderly businesslike procedures in the 
industry. Therefore, the retention and enforcement of a two-and- 
a-half-hour option-time rule by the commission would be a con- 


structive move. 
Cordially, 


in the 
public 


interest 
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STEINMAN STATION 
Clair Mesehough, Pres. 
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Anytime 
is choice 
time on 
KTVE 


channel 
10 


To buy these choice 


times—call your Bolling 
man—or see your 
Clarke-Brown Representative 
in the South! 
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Choice time to reach 
ever 163,500 tv 
homes at low CPM 
choice time to sell 
the 700,000 persons 
in the prosperous 
oil and timber 
area who regularly 
enjoy the top NBC- 
ABC programs on 
Channel 10. 





JOHN B. SOELL 


Vice President-General Manager 


El Dorado, Arkansas 


Monroe, Louisiana 
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Boost SPOT income with RCA TV Tape— 


Get peak quality.. 


Advertisers are prone to “buy on sight’’ and stay sold 
once they view the excellence of spots made on RCA 
equipment. Picture quality is virtually “built in.” 
RCA’s multiple monitoring checks assure the highest 
quality production. You can check through the entire 
system . . . and be confident you are getting the best 
results at all times. Moreover, you can obtain a perfectly 
aligned picture in seconds thanks to RCA electronic 
quadrature adjustment for both record and playback. 


RCA’s “convenience features” save time and money in 
production. A central control panel puts the entire 
operation at the user’s fingertips. A continuously vari- 
able speed control enables you instantly to cue-up any 
spot on tape. Speed can be slowed until audio becomes 
intelligible for cueing. And precision headwheel inter- 


Find out how the RCA TV Tape Recorder 
can help you produce the most saleable 
commercials and programs. See your RCA 
representative. Or write to RCA, 

Dept. Z-278, Building 15-5, Camden, N. J. 


- production savings 


changeability—for color, too—means you can playback 
any tape on any machine, regardless of where made. 
a 
Special RCA safeguards protect your production against 
loss. Simultaneous control track monitoring assures you 
of a control track as you record. (A tape without a 
control track is worthless.) And you get simultaneous 
audio playback as well. You save lost production time, 
re-dos, talent costs. Only RCA provides these multiple 
means of protection. 


Advertisers will appreciate the difference an RCA TV 
Tape Recorder will make in your spot production. You'll 
find a satisfaction in operation without parallel. And 
service after the sale is the type that only RCA with 
its broad background in television can perform. 


The Most Trusted Name in Television 


® RADIO CORPORATION OF AMERICA 




















“People,” a stated 


man about Madison 


Avenue once remarked, 
“watch TV programs, 


not organizations.” 


We have no basic quarrel with the quotation, 
but before it gets into Bartlett we'd like to 
make a point or two: 

Corinthian, an organization of stations in sev- 
eral markets, believes that its group set-up 
provides impetus for the kind of local pro- 
gramming that ties communities to stati: ns. 
Indeed, people watch programs. Well-advised 
sponsors watch ownership. 


Responsibility in Broadcasting 
fHE CORINTH 
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© KOTV 
TULSA 


KHOU-TV 
HousTON 


KXTV 
SACRAMENTO 


WANE-TV 
Fort WAYNE 


WISH-TV 
INDIANAPOLIS 


WANE-AM 
ForT WAYNE 


WISH-AM 
INDIANAPOLIS 
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Letters 


to the 
Editor 





Publisher's Letter 


Your “Letter from the Publisher” 
puts its finger directly on a matter 
that desperately needs attention. I feel 
as you do that TvB has done an out- 
standing sales job for tv per se. 

In view, however, of the networks’ 
ever-present effort to sell programs on 
a participating announcement basis, 
it’s imperative that, the spot industry 
have its own sales bureau. Day by day 
it becomes increasingly difficult and 
ineffective for TvB to carry water on 
both shoulders. 

This isn’t to say that the networks 
individually and/or collectively should 
not have their own sales bureau. But 
with spot tv being the networks’ lead- 
ing competitors, there cannot help but 
be a conflict of interest on competitive 
matters. It is to be hoped that the 
excellent words you had to say will 
be put into action. 

Epwarp P. SHuricK 
Executive Vice President 
Blair-TV 

New York City 


That's an excellent piece on TvB. 


| I am with you 100 per cent. 


TuHap M. SANDSTROM 
General Manager 
WIBW-TV-AM Topeka 


Hear! Hear! The editorial was 
right on target. 

WiLuiaM E. Goetze 

Executive Vice President 

KoGO-TV San Diego 


‘Age of Kings’ 

. the story (“The Play’s the 
Thing.” Tv AcE, July 24) is now cir- 
culating to interested people in the 
company. We were very pleased with 
it. 

W. P. HEApDEN 

Public Relations Department 
Standard Oil Co. of New Jersey 
New York City 


... It is a credit to your magazine 
that you highlight quality program- 
ming such as An Age of Kings and 
give recognition to Standard Oil for 
its unique history of sponsoring out- 
standing series. 

Bennet H. Korn 

Executive Vice President 

in Charge of Television 
Metropolitan Broadcasting Co. 
New York City 


Color Commercial 


We here at Warwick & Legler and 
at Revlon enjoyed the story on our 
color commercial shot in Florida 
(“Shooting at Night,” tv ace, July 
24). However, we were surprised not 
to see John Murphy’s name men- 
tioned, since he was the executive pro- 
ducer representing Filmaster, Inc. 

Ben CoLarossi 
Producer-Art Director 
Warwick & Legler, Inc. 
New York City 


I have received numerous calls 
from agency friends who questioned 
me on other particulars about the lo- 
cation shooting at Vizcaya. . . . The 
Revlon people were delighted. 

Joun W. Murpny 
Executive Producer 
Filmaster, Inc. 
New York City 


P-K-L Piece 
We're all delighted with the article 
about us (“Unorthodoxy in Orbit,” 
TV AGE, July 24). Me, particularly. 
It’s a terrific job, and I don’t have 
to tell you how flattered we are that 
you would think to do it in the first 
place. 
FREDERIC PAPERT 
Papert, Koenig, Lois, Inc. 
New York City 


All the comments we have heard on 
this article, and they have been many, 
have been very favorable, and we sin- 
cerely appreciate all the time and 
effort that went into producing such 
a complete and excellent piece. 

Br. MurPHy 

Media Director 

Papert, Koenig, Lois, Inc. 
New York City 
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“For all intents and purposes, television 
is jusi 10 years old. As with any healthy 
10-year old, it is loved, laughed at, cried over, 
and spanked virtually every hour on the hour. 


And you must move fast to keep up with it. 


Network, syndication, and all spots in and 
in-between, we at Hicks & Greist view 
Television Age as a key source of authoritative 
information. You'll find it kept handy on 


many desks, here and at our clients.” 


CHARLES V. SKOOG, JR. 


President, Hicks & Greist, Inc. 


Television Age : 
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FOOT 
GIANT 


KTAL-TV, row on 
the air with... 
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* The Tallest Tower 
in the South! 


* City grade service in 
Two Metro Markets! 


. 
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* Studios in Shreveport 
and Texarkana! 


Fen 
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* Widest coverage of the 
Ark-La-Tex! 


* Dominant NBC for 1% 
Million viewers! 


- 








GIANT ... in Power- Coverage — Service / 


KTAL-TV 


Channel 6 — NBC for 


SHREVEPORT 
Texarkana and the Ark-La-Tex 
Walter M. Windsor, General Manager James S. Dugan, Sales Director 


.-. for the full 
“Kay-Tall” story, get BLAIR TELEVISION ASSOCIATES 
the facts from at epresentatives 




















The new KTAL-TV studios, largest and finest in the market, and 
Shreveport’s only building designed especially for television. 
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WHAT’S AHEAD BEHIND THE SCENES Te f e me gS co p e 





P-K-L Expands in Tv Commercials Area 

Papert, Koenig, Lois, Inc., which rose in meteoric 
fashion to a $10-million-per-annum agency and in the 
process began to move into television (from which ap- 
proximately 50 per cent of its billings comes today), is 
now taking some further steps into the medium. The 
agency will expand its television commercials department 
shortly with the appointment of a top executive to direct 
it, who in turn will initiate a staff expansion. 


New Shows for New Campaign 

Launching one of its “most aggressive” tv campaigns, 
Helene Curtis this fall continues to expand its nighttime 
tv effort toward new programs. Last year it was on the 
unsuccessful CBS-TV Witness series at the season’s start, 
but the ’61-62 budget goes to NBC-TV for 87th Precinct, 
Dick Powell Show and Saturday-Night Features. A mini- 
mum of 150 stations is to be used, with the potential audi- 
ence pegged at 50-65 million viewers per show. 


More Hollywood Business for Tv 

Networks are heightening their efforts to attract mo- 
tion-picture producers into television, and with some suc- 
cess. Hot on the heels of Columbia’s announcement that 
it would co-sponsor ABC-TV’s 6 p.m. newscast for four 
weeks, the picture firm set a CBS-TV deal for a one-day 
schedule in all of the network’s Saturday morning kid- 
show line-up. Family-angled Devil at 4 O'Clock will be 
promoted on the news strip, while juvenile feature Every- 
thing’s Ducky will be pushed to moppet viewers the Satur- 
day before its Thanksgiving opening. Another CBS deal 
to bring hard-hitting Joe Levine (of Hercules fame) into 
network this summer via a low-cost package of “distress” 
minutes reportedly fell through. Behind moviemakers’ 
rising interest in tv are the Walt Disney and Levine 
successes, along with disappointment at newspaper treat- 
ment of publicity from Hollywood. The papers concen- 
trate on pictures, it seems, only if they’re running on tv. 


The Low Cost of Network Tv 

How much of an annual budget does an advertiser need 
to use network television? That depends, of course, on 
time of day, length of commitment and other factors. But 
perhaps the best indication of the way in which the 
chains are selling today was offered by a network sales 
executive who expressed interest in certain spot adver- 
tisers. He was out for new business, he said, but he 
wouldn’t “be interested in anyone who had less than a 
$100,000 budget.” A far cry from the full-sponsorship 
days of million-dollar accounts. 


Another Chapter To Come? 
Rosser Reeves’ Reality In Advertising has been credited 
with bringing the multi-million-dollar Mobil Oil account 





into Ted Bates & Co., Inc. Before the book’s publication 
last April the agency could boast of never having lost an 
account. In May, however, $1 million in Lehn & Fink 
billings moved out, winding up at F&S&R. Now, Minute- 
Maid has switched several millions more to McCann- 
Erickson, and Grocery Store Products moved its brands 
to Y&R. Each switch had its sound marketing rationale, 
of course, but no one previously had found reasons to 
leave Bates in its 20-year history. (For Mr. Reeves’ 
thoughts, see page 24.) 


There’s Room for an Hour-Long Format 

MCA TV seems to be proving that there is station time 
available for good syndicated product—even for hour- 
long programs and even in the face of increased network 
time. The distributor’s four hour-long off-the-network 
shows—Riverboat, Suspicion, Cimmaron City and Over- 
land Trail—have now been sold in 66 markets, the latest 
of which are Fresno, Idaho Falls, Monroe, La., Youngs- 
town, Joplin, Mo., and Memphis. 


Free Time Equals Fee Time 

Advertisers and agencies which doubt the validity of 
network promises to provide “a million dollars” (or 
more) of on-the-air tune-in promotion for a program 
purchased can be reassured by this fact: the dollar value 
of promotion time given away each year by the three 
networks almost equals the value of all sold time. A 
precise comparison can’t be drawn, however, as many of 
the promotion spots are ID’s—a length not sold on the 
networks. 


Top Secret for Us, Not You 

Reaction against that survey of fall advertising plans 
issued by a top rep firm has, as expected, been highly 
vociferous on the part of several agencies—particularly 
those connected with P&G brands. One account execu- 
tive, protesting the release of “not what we're doing cur- 
rently, but of long-range plans,” admitted, though, to a 
careful reading of the competition’s program. 


Spot Weak, Local Good, Network Strong 

Although national spot business over the early part of 
the summer did not come anywhere close to achieving 
the gains registered during the comparable period of a 
year ago, local and network billings were relatively much 
higher, particularly in the case of network. Spot for June, 
for example, was a fractional 0.1 per cent ahead of 
June of 1960, as compared with a gain of 9 per cent for 
that month over June 1959, according to this magazine's 
copyrighted Business Barometer. Local for last June 
showed a 3.9-per-cent increase over the equivalent 1960 
period, while network chalked up a significant gain of 
14.9 per cent in a comparison of the two months. 
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Why is approximately 80% of the 
local TV money in the Des Moines 
market invested on KRNT-TV ? ; 


. 
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KRNT-TY makes 
cash registers ring! 














The quality of our quantity of audience is 
apparent to local advertisers who live here and 
who must prosper here. Their cash register 
must ring — they have no alibis! Their cash 
register is their copy tester! 


The believability of the exclusive KRNT-TV 

personalities (we have more than all other 

stations) is shown by the cash register and by the 

Central Surveys. 
Month after month, year after year, 
KRNT-TV ratings are high. Highest 
Newscast ratings in the nation! Highest 
sportscast ratings! Highest local personality 
ratings! 


If you want to find out more about this 
unusual station, we suggest you check any 
business man in your line of work in Des 
Moines. Ask him about KRNT-TV. You, too, 
can get outstanding results by advertising 


on... 


KRNT ch. 8 TELEVISION 


DES MOINES, IOWA 


An Operation of Cowles Magazines and Broadcasting, Inc. 
. and represented by The Katz Agency, Inc. 
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Business barometer 


The expected drop in both local and network billings for June arrived on schedule, 
and in the case of local 
the decline was the NETWORK BUSINESS 
steepest since 1958. 4 month-to-month and year-to-year comparison 
Both divisions of tv June July Aug. Sept. Oct. Nov. Dec. Jan. Feb. Mar. Ay Ma Jur 
business have shown May- 160 
to-June losses in each 
of the seven years in 
which Business Barometer 
reports have been made. 








Local billings for June were 
8.4 per cent under those 
for May, a dip exceeded 
on only two previous 
six-month occasions 
since 1954. In June 1958 
the loss was 9.6 per 
cent, and in June '56 it 
was 9.1 per cent. In 
1959 the percentage was 
the same as this June— 
6.4. 
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Despite the loss, in the year- 
to-year comparison local 
business this June was LOCAL BUSINESS 
5.9 per cent ahead of 
June in 1960, approxi- ae 
mately half the percent- Me 
age gain of 7.6 that 
local for June 1960 
registered over June 
1959. 











4 month-to-month and year-to-year comparison 
July Aug Sept Oct Nov Dec Jan Feb Mar Apr May June 


Network billings for June were 
off 2.8 per cent from 
the previous month, 
well below the average 
6.1-per-cent loss for 
the period. The May-to- 
June drop last year was 
2.4 per cent, as against 
a loss of 9.0 per cent 
in June of 1959. 
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Again in spite of the June 
slump, network was a 
sizable 14.9 per cent 
over the same month a 











—e— - + + + t t T T ] | 120 
year ago, which may be XY 
compared to a June '60- \=- ! 

June "59 rise of 8.2 Te: BS a SE Pay es Eee te a a 
per cent. EE ' tt e,ay 
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(A copyrighted feature of TELEVISION ACE, Business Barometer is based on a@ cross-section of stations in all income and geographical categories. Informa- 
tion is tabulated by Dun & Bradstreet.) 
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BUY THE BIG ---LV/TV! 





CHECK THESE BIG 3 REASONS... 


@ LAS VEGAS TELEVISION COVERS THE BIG LAS VEGAS AREA MARKET .. . TV homes outnumber 
circulation of the largest printed medium by over 50% ! 


@ LAS VEGAS VIEWERS VIEW MORE ... . 7.36 hours per household daily versus national average 
of 6.20 hours.* 


@ LAS VEGAS VIEWERS BUY MORE .. . $8027 retail sales per household last year against a national 


average of $4117 . . . almost double the buying power ! 


SPEND YOUR TV DOLLAR FOR MAXIMUM RESULTS .... cash in on one of the nation’s richest 
markets . . . the Big Las Vegas Area . . . buy LV/TV! 





Forjoe-TV, Inc. 


Headley-Reed Co. : Weed TV Corp. 





* Figures from an independent source . .. for the year ending January 1, 1960. 


16 September 4, 1961, Television Age 





a tan me i 





THE WAY IT HAPPENED News front 


The positive side of that football verdict ........ page 17 


Now two firms offer centralized billing -......... page 17 


P&G’s records: tv budget, sales, profits 


Blessing in Disguise? 

The recent ruling by a United 
States District Court judge invalidat- 
ing an exclusive contract between 
CBS-TV and the National Football 
League for the televising of all road 
games of the league’s member clubs 
during the 1961-62 seasons (see 
“Grist for the Gridiron” and News- 
front, TV AGE, Aug. 7) could, it now 
appears, turn out to be a blessing in 
disguise. 

The decision by Judge Allan K. 
Grim that the CBS-NFL pact—under 
which the 14 teams were to share 
equally in $4,650,000 for their tv 
rights for each of two years—was in 
violation of anti-trust laws turned 

enough of a spotlight on the whole 
situation of professional sports’ tv 
contracts to result in the introduction 
of a bill in the House of Representa- 
tives to clear up the problem once 
and for all. 

Hearings on the bill, introduced by 
Representative Emanuel Celler (D.., 

_N. Y.), were begun last week in the 
House Judiciary Committee, at the 
same time that a second bill, this one 
sponsored by Senator Estes Kefauver 

(D., Tenn.) , was in process of prepa- 

ration for introduction in the Senate. 

Mr. Celler’s legislation is a “limited 
purpose” bill that would permit the 
professional football, baseball, basket- 
ball and hockey leagues to negotiate 
television contracts on behalf of all of 
their member clubs. The Kefauver bill 
is reportedly similar in basic intent, 
although allegedly not as clearly de- 
fined and carrying with it a number 
of qualifying and complicating fac- 
tors. 

The need for Congressional clarifi- 
cation of the matter of tv pacts nego- 
tiated by professional sports leagues 
is obvious when it is considered that 


the exclusive CBS-NFL deal was held 


invalid under anti-trust laws while 
similar contracts have thus far gone 
unchallenged in the courts. 

If the legislation now being intro- 
duced is to have any salutary effect— 
if passed—on the NFL’s plans for the 
1962 season, either the Celler or the 
Kefauver bill must reach the floor of 
Congress before it adjourns next 
month. Postponement until the next 
session of Congress in January would 
do the league little good, inasmuch as 
62 contracts must be negotiated right 
at the beginning of the year. 

The NFL situation was summed up 
concisely in a letter to TV ACE from 
Pete Rozelle. commissioner of the 
league. Wrote Mr. Rozelle: “Strangely 
enough, the loss of over $2 million in 
anticipated tv income to the league in 
1961 is not our major concern. The 
main blow resulting from the [Grim] 
decision will be felt by our league and 
many NFL television fans starting in 
1962. 

“This is the anticipated destruction 
of the basic tv policy your publication 
and others have lauded as being per- 
haps the soundest in sports. 

“Ten clubs, including Minnesota, 
will have their firm individual con- 
tracts with CBS expire at the conclu- 
sion of this season. CBS holds first 
refusal options for 1962 and 1963. 
This network testified . . . that their 
present plans would be to exercise 
options on only three or four clubs 
... and make more extensive national 
use of these rights as NBC is doing 
with just two clubs, Baltimore and 
Pittsburgh. 

“CBS does not feel it can continue 
to sell sponsors a package that would 
include rights fees to nine or 10 clubs 
and pick-up and production charges 
for seven regional telecasts each Sun- 
day because of the pro football tele- 
cast dilution created by the other two 





PETE ROZELLE 


networks also carrying pro football. 
It gets down to that cost-per-thousand 
advertising factor. 

“The end result would mean ap- 
proximately half the clubs in the 14- 
team National Football League not 
having television exposure of road 
games back home and receiving little 
or no rights income. . 

“Ticket prices cannot be made to 
keep pace with rising operational ex- 
penses. Television income is the only 
answer. Therefore, we envision our 
league reducing to perhaps eight or 
10 clubs in future seasons. 

“Our immediate aim is to secure 
passage of appropriate lezislation in 
this session of Congress. This would 
enable us to reinstiiute the single- 
network arrangement for 1962 and 
preserve all road telecasts back to the 
home market.” 


How Many Cooks? 


The second organization set up to 
serve as a centralized billing service 
fer advertising agencies and stations 
(now buried each month beneath a 
bills, affidavits, 
make-good orders and the ret of 


mass of contracts, 


spot tv's paperwork) has opened its 
doors. Broadcast Billing Co., Inc., a 
subsidiary of Standard Rate and 
Data Service. announced its forma- 
tion only a few weeks after Broad- 

(Continued on page 68) 
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The way some people talk about covering city 
populations, you’d think the folks in the counties don’t 
count. 

The Charlotte City population is a fair two-hundred 
thousand but the Charlotte TV Market population is a 
walloping first-place 651,300 homes! 

We'll add modestly that the WBTV bucket covers 


55.3% more TV Homes than Charlotte Station “B.” ** “ye 
549.8 


louisy; 
423 3 ile 





* Television Magazine—1961 


** ARB 1960 Coverage Study— 
Average Daily Total Homes Delivered 


CHANNEL 3 CHARLOTTE / JEFFERSON STANDARD BROADCASTING COMPANY 


Represented Nationally by Television Advertising TAR} Representatives, Inc. 





























New brands, 


Television Age 


SEPTEMBER 4, 1961 


new budgets 


Growing number of new products 


from large and small firms 


promises to expand tv billings 


oO" each month, in the dimly lit dining 
room of one of hundreds of New York's 
hotels and restaurants, a small band of business- 
men meets in secretive session. Represented at 
the closed meetings are such corporate giants as 
General Mills, Lever Bros., Chesebrough-Pond’s, 
American Can Co., Pet Milk and Noxzema 
Chemical Co. 

The purpose of the meetings? Are they held 
to formulate nefarious price-fixing schemes? 
From them do huge and sprawling mergers 
arise? Is future grist for the Government’s re- 
straint-of-trade rulings ground here? 

As with most luncheon get-togethers, nothing 


quite so unlawful results from the regular as- 
sembly of the recently formed Association for 
Corporate Growth and Diversification. Rather, 
having sprung from a series of “new-product 
seminars” conducted annually by Kastor Hilton 
Chesley Clifford & Atherton, Inc., the organiza- 
tion unites a number of new-product planners to 
discuss the intricacies of creating and selling 
products and brand names previously unknown. 

One sign of something having reached 
eminence in our universe is when an organiza- 
tion is created specifically to promote it. If 
other indications of an ever-widening interest in 
new-product development are needed, consider 
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Behind the carton, the bottle, the box standing boldly 


ECU: D-F-S producer Pittaro surveys tight shot on Knorr soup 




















on the supermarket shelf are patient weeks of commercial-making . . . 


these additional facts: 

Between 4,000 and 5,000 new items 
were introduced yearly to the food 
and drug fields during the last decade 
—and the figure is expected to climb 
sharply with each passing year of the 
60s. 

Not long ago, it was considered a 
highly daring and exciting step for a 
manufacturer to bring out a new 
product. Now, single companies plan 
anywhere from two to a dozen new 
brands each year on a regular basis. 

From the researchers have come a 
variety of procedures and programs 
to pre-judge the success or failure of 
a new product. (Examples: a “mathe- 
matical model” system used by Mar- 
ket Research Corp. of America; 
Schwerin’s “Competitive Preference 
Test.” ) 


Meaning for Tv 


What do the efforts of both large 
and small concerns to produce and 
market new consumer items mean to 
television? The word money might 
be a somewhat crass answer, but it’s 
a truthful one. Even with the realiza- 
tion that only one out of every 20 
new products succeeds (some figures 
show one in 10, but the less favorable 
statistic will do for the present), tv’s 
share of the new items’ advertising 
dollars can result in considerable 
added revenue for the medium. A few 
cases in point: Mr. Clean, Dristan, 
Tang, Pledge, Telar, Easy-On, Alpha- 
Bits; these and hundreds of other 
names that were completely non- 
existent less than a few years ago 
now account for millions of dollars 
in both network and spot expendi- 


tures. 


In “What Makes A Test Market” 
(TELEVISION AGE, Feb. 20, 1961), it 
was noted that Procter & Gamble does 
more than 70 per cent of its current 
household sales in products that did 
not exist 15 years ago. P&G and its 
competitors began to realize during 
the growth years of the late “40s and 
*50s that a market saturated with an 
existing product could be expanded 
by the introduction of a new product 
—without a loss in sales for the 
original item. General Foods, for ex- 
ample, in introducing Gravy Train 
dog food in competition with its own 
Gaines brand, looked for no Joss in 
Gaines sales, but expected to win over 
rival-brand purchasers to Gravy 
Train. Lestoil, Inc.. in marketing 
Sparkle-Scent Lestoil looked to cull 
customers from among persons who 
objected to regular Lestoil’s odor 
(and therefore chose other brands of 
detergent), while those satisfied with 
the original product would continue 
to buy it. The good news for tele- 
vision in such instances as these is 
that the manufacturer has usually 
found that—in order to keep his 
existing product’s sales at a high 
level while getting the new item off 
the ground—it is necessary to add a 
second advertising budget to what he 
has been spending. Thus, video bill- 
ings tend to increase with each new 
product marketed. 

As a mere indication of the poten- 
tial for added tv budgets in the year 
or two ahead, a cursory survey of 
some new products from familiar and 
relatively unknown tv advertisers is 
in order. As with the near “classic” 


story of Bristol-Myers’ Analoze (a 
chewable aspirin that looked great 
until test-marketing revealed people 
like to take water with their aspirin) , 
some of the products will fail in early 
stages; others will eventually become 
partial successes, holding on for a 
few years until they are “improved” 
or replaced by other products; a few 
will become the Metrecal or Zest of 
tomorrow and spend millions in tv. 

One of the more promising brands 
is Excedrin, an analgesic (from the 
same Bristol-Myers noted above) that 
entered test markets late in 1959, 
along with a couple of other cold-re- 
lief products known as Fortisun and 
Count Four. Excedrin 
have hit and has national expansion 


appears to 


plans currently under way, while the 
other brands appear to be following 
Analoze “back to the drawing board.” 
Young & Rubicam, Inc., 
Excedrin. 


handles 


Soap and Syrup 


Colgate-Palmolive’s Choice—a soap 
available in three different formulae 
“for dry, oily or normal skin”—is 
another new name that bids fair to 
become a top-money advertiser. Hav- 
ing expanded from a handful of test 
markets to 15 thus far, Ted Bates & 
Co., Inc., will move the product into 
100 markets this fall. 

Lever Bros.’ Mrs. 
Syrup, which is placed for by J. 
Walter Thompson Co., began testing 


Butterworth’s 


last fall in a few markets, then ex- 
panded rapidly io cover most of the 
western half of the country. A budget 
over $3 million is now set for network 
and spot schedules as the product 
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. and so does the consumer. 




















If he likes the taste, they should—according to science. 


. . . of package, product and audience research that culminate in 





te in 





drives for full national coverage. 

Plans on a great many other prod- 
ucts are not yet developed to a 
national-introduction stage. Among 
the names struggling on a smaller 
scale are: 

Defencin, a tablet for relief of 
arthritic pains from Grove Labora- 
tories, the maker of Four-Way Cold 
Tablets. Originally tested in June in 
Columbus, the product has now 
moved into four or five small areas 
and plans to continue expansion on a 
market-by-market basis. Retailing at 
$1 and $2.50, Defencin is handled by 
DCS&S. 

Zestabs, a product from Roche 
Laboratories—described by a com- 
pany executive as “the world’s largest 
producer of vitamins”’—is seeing 
some limited spot testing through 
KHCC&A this fall. National distribu- 
tion will be readily attained, but it 
is felt that full-scale video activity 
will be delayed; this is the advertis- 
er’s first experience with tv, and it’s 
moving cautiously. 

Oculine, an eye preparation differ- 
ing from chief competitor Murine in 
that the product consists of moistened 
pads to be placed over the eyes. (It 
also will be available in traditional 


eye-drop form.) Handled by Ted 


an electronic New! Good! Buy it now! 


Bates, the product was acquired by 
Warner-Lambert Pharmaceutical Co. 
from a west-coast firm and has seen 
little previous advertising. As with 
most of the test-market items cited 
here, filmed minutes will be used in 
same upcoming video tests. 


Challenge to Murine 


Beam, another eye-drop name mov- 
ing in to challenge Murine in a field 
it’s long had virtually to itself, began 
testing in Southern California this 
past June with heavy schedules in five 
markets. Indicative of the problems 
that new products encounter, Beam 
was virtually ready to begin its in- 
troductory schedules a year ago, but 
had to delay the move while its 
packaging underwent Government 
scrutiny. Charles Pfizer & Co., chem- 
ical firm whose consumer products 
include Candettes and Bonadettes, 
along with fertilizers and livestock 
feeds, is behind the new product, with 
Ted Gotthelf Associates, Ltd., placing 
the advertising. 

Painquellizer, another new name in 
the pharmaceutical field, is a White- 
hall (maker of Dristan) Laboratories 
product ready for initial testing. The 
Dristan agency, Tatham-Laird, is also 
handling the new drug item. 


Other medicinal brands—Pharma- 
craft’s Allerest allergy pill currently 
testing in 10 markets via the Papert, 
Koenig, Lois agency, and Johnson & 
Johnson’s new Arrestin nose drops 
and related items, to mention only 
two from major makers—are in 
various stages of development. Mov- 
ing into other fields, however, such 
names as these are encountered: 

Pert, a new shampoo from Procter 
& Gamble that joins a wide group of 
P&G test products including a water- 
softener currently unveiled in west- 
ern states, liquid detergent Thrill, 
testing in Buffalo and pre-packaged 
Dash, testing in a pair of midwestern 
markets. 

Princess Dial, a female-oriented 
Dial soap from Armour & Co. The 
brand entered a quartet of test areas 
last year and recently increased its 
list to about seven markets. 

Trident and Flavoflake, two new 
brands from the maker of Dentyne, 
Clorets and Rolaids — American 
Chicle Co.—and handled by the 
omnipresent Ted Bates & Co. Trident 
is a medicinal gum designed to re- 
duce tartar and retailing at 15 cents. 
The other product is more in the 
novelty line. 

(Continued on page 42) 
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‘Read the book’ 


That’s just what critics 


of his controversial best-seller 


have not done, 


says Ted Bates’ chairman 


of the board 


R=: Reeves is completely 
wrong. 

Rosser Reeves is absolutely right. 

Rosser Reeves is a downright fool. 

Each of these propositions, ven- 
tured independently by three adver- 
tising executives, was prompted by a 
reading of Reality in Advertising, the 
best-selling book written by the chair- 
man of the board of Ted Bates & Co., 
Inc. 

In classroom logic, only one of the 
above propositions is false. The last 
proposition is a subjective statement 
not derived from fact, in fact not 
true. Plato, modern polemicist of ad- 
vertising technique, would throw it 
out. 

But in advertising, if not in reality, 
all three propositions are equally ex- 
treme and absurd, since such a book 
can hardly be put down as all right 
or all wrong. 

“Would you want your sister to 
marry Rosser Reeves?” was the title 
of an article by Stephen White in 
the July issue of Horizon magazine. 

“Rosser Reeves: the most danger- 
ous words in advertising” was the 
title of a talk by Stan Freberg. (In a 


chapter called “The Most Dangerous 
Word” Mr. Reeves had begun his 
discussion of originality.) 
forceful, 
and offensive. It puts before the pub- 


“Intelligent, refreshing 
lic and the advertising business an 
argument and an attitude which the 
pious smoothies of the business have 
been trying to hide for years,” said 
Martin Mayer. 


Range of Reaction 

Such statements indicate not only 
the intense interest generated by Mr. 
Reeves’ little book, but the extreme 
range of reaction. Between the ex- 
tremes there has been very little 
middleground occupied by the critics. 
Nearly all of the critical comments 
have been characterized by high par- 
tisanship. 

And to nearly all of his critics, Mr. 
Reeves makes this reply: “Read the 
book, sir.” 

This injunction, delivered in a 
firm but gentle Virginia accent, falls 
somewhere between being a challenge 
to a duel and an invitation to play 
croquet. 


(Continued on page 57) 


September 4, 1961, Television Age 25 











Pipeline to sales 


Intelligent use 

of television 

has been that and more 
for the members of 
the American 


Gas Association 


be B, igs 4 
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he American Gas Association’s 

entry into network television with 
CBS-TV’s Playhouse 90 five years ago 
marked the beginning of a concen- 
trated national effort to counter the 
growing competition of the electric 
industry. 

The basic marketing problem for 
the gas industry has always been that 
it is out-advertised by the competi- 
tion on both the local and national 
level. In particular, the electric indus- 
try recently launched a campaign for 
electric house heating which directly 
competes with the gas industry’s 
largest sales volume. 

Advertising ratios between the two 
industries have been consistently 
about six to one, in favor of elec- 
tricity. Total advertising expenditures 
for the 1950-1960 period were $41 
million for gas against $221 million 
for electricity, while in 1961 a total 
of some $1 million will be spent by 
the Edison Electric Institute on heat- 
ing advertising alone, plus continued 
advertising by such giants as West- 
inghouse and General Electric. 


Coordinated Campaign 


Thus, when AGA signed its first 
contract for national television it was 
the result of the growing realization 
that the many utility 
under AGA’s banner could influence 
the consumer more effectively by us- 


companies 


ing a strong, coordinated national 
campaign in addition to their own 
advertising efforts. Network television 
answered the need for a medium 
which would reach as many people 
as possible with the same message, as 
well as provide a way of demonstrat- 
ing the value of gas appliances and 
equipment. AGA now spends about 
$3 million of its $5 million total ad- 
vertising budget in television. 

From a programming standpoint, 
AGA’s connection with Playhouse 90 
turned out to be even more of an 
advantageous choice and fortuitous 


The U, 


timing than could have been known 
in 1957. The period of Playhouse 90 
is now referred to by some as the 
“golden age of television,” and the 
show itself is often held up as a yard- 
stick for good programming. 

AGA had alternate week half hours 
on Playhouse 90 for its entire run 
1960. 
This year the association held half 


from January 1957 to May 


sponsorship of the weekly Barbara 
Stanwyck Show as well as participa- 
tions in Laramie. While the western 
seems somewhat of a departure from 
AGA’s emphasis on drama, 5S. F. 
Wikstrom, director of promotion, ad- 
vertising and research at AGA, stated 
that the buy was strictly for circula- 
tion and to reach a male audience. 
“And,” he added, “Barbara Stanwyck 
plus Laramie turned out to be the 
best cost-per-thousand buy we've ever 
had.” 


Return to Drama 


Next season finds the association 
going back to a dramatic anthology 
format when it will fully sponsor 
NBC-TV’s Theatre 62, a monthly 
series of live color specials consisting 
of hour-long dramatizations of the 
stories from seven of David O. Selz- 
nick movies, among which are No- 
torious, The Paradine Case and 
Spellbound. It also plans to supple- 
ment this buy with participations in 
as yet unchosen network programs. 

AGA’s decision to sponsor Theatre 
62 was a combination of economics 
and stature seeking. 

“If it had _ been 
feasible,” said Mr. Wikstrom, “we 
easily might have taken a weekly 


economically 


situation comedy or even a good 
western, but we still need stature as 
well as numbers for our purposes. 
The greatest weakness in tv today 
is the lack of good scripts. The week- 


ly turnout of scripts, which is the 
most profitable for a writer, also 


(Continued on page 60) 
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The following remarks of FCC com- 
missioner Rosel H. Hyde were ex- 
tracted from an address he made be- 
fore the Idaho Broadcasters Associa- 
tion convention this summer. They 
deserve wider circulation because of 
the directions in which the FCC seems 
to be moving, and because Mr. Hyde, 
a real veteran of the Washington 


scene, is deeply concerned over these 





developments—especially the matter 


of program censorship. 

The FCC's old-timer in terms of 
service (he goes back to the old Fed- 
eral Radio Commission), Mr. Hyde 
was first appointed a commissioner in 
1946, later serving as chairman and 


acting chairman in 1953 and °54. 


fter the close of World War II, 
when it was necessary for Win- 
ston Churchill to ask his countrymen 
to work with a former enemy notwith- 
standing the bitterness engendered by 
the war, he urged that it was best to 
remember only that part of the past 
which would be useful to the present. 
I think it may be useful to review re- 
cent executive, legislative, and admin- 
istrative activities (regarding broad- 
casting) for the purpose of identifying 
trends. Broadcasters will recognize 
that they are very much involved, and 
that the system represented by them is 
under severe test. 
We may start with the report to the 


President of the United States by the 
chief legal officer of the federal gov- 
ernment, the attorney general, in re- 
spect to broadcasting. A most signifi- 
cant excerpt: 

“Adopt a program of more intensive 
scrutiny of licensees’ past perform- 
ances in connection with renewals. It 
might be appropriate for the Commis- 
sion to adopt a system similar to that 
followed by the Internal Revenue 
Service which chooses a certain num- 
ber of returns at random for a spot 
check in depth. The Commission might 
follow the same course by requiring 
narrative and detailed accounts of past 
operations and, in addition to acting 
on specific complaints, choose a certain 
number of renewal applications—or 
all the licensees in a particular com- 
munity—for close examination, re- 
quiring more detailed information 
where necessary, and setting question- 
able cases for hearing. The procedure 
would include consideration of adver- 
tising practices, material which has 
been advertised, and action taken on 
complaints by the Federal Trade Com- 
mission. The procedure should em- 
phasize a comparison of the licensee’s 
actual performance with the promises 
he made as to his programs and oper- 
ations when his license was originally 
granted or last renewed. The licensees 
would thus be put on notice that from 
time to time they might have to give 
a detailed accounting as to their op- 
eration in the public interest.” 


The Interim Report of the Special 
Committee on Legislative Oversight 
dated February 7, 1960, presents the 
following among other recommenda- 


tions: 
“The subcommittee recommends 
that the Federal Communications 


Commission take administrative ac- 
tion along the following lines: 

“1. To monitor programs broadcast 
by licensees to the extent necessary to 
determine whether the program bal- 
ance is in the public interest.” 


License Renewals 


Public Law 86-752, 86th Congress, 
approved September 13, 1960, 74 Stat. 
889, an amendment to the Communi- 
cations Act [Section 307(d) ], specifi- 
cally authorizes the Commission to 
provide in its rules for the issuance 
of broadcast renewal licenses for a pe- 
riod of less than three years. This was 
not a new grant of authority, as many 
of you will remember that the Com- 
mission in years past had issued li- 
censes for periods of less than the 
maximum authorized by law. 

The change is more significant as 
indicating Congressional attitude than 
as a modification of law. 

The Commission on September 28, 
1960, promulgated a regulation (20 
R.R. 1589) providing for the issuance 
or renewal of broadcast licenses for 
a term of less than three years. This, 
as the Report and Order promulgat- 


ing the order recognizes, establishes a 


It’s Washington, notes FCC commissioner Rosel Hyde, who exhorts: 
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probationary system for checking per- 
formance against promise, Docket No. 
13420, Paragraph 10. 

Another Congressional action which 
I think is relevant to this discussion 
is the amendment of Section 311 of 
the Communications Act, approved 
September 13, 1960. Section 311 was 
amended so as to preclude the settle- 
ment of conflicts between contending 
applicants through merger or other 
agreement except under certain lim- 
ited conditions and, of course, subject 
to Commission approval. A specific 
provision provides that the Commis- 
sion may determine such an agreement 
to be consistent with public interest, 
convenience and necessity only if the 
amount or value of such payment as 
determined by the Commission is not 
in excess of the aggregate amount de- 
termined by the Commission to be le- 
gitimately or prudently expended, and 
to be expended by such applicant in 
connection with preparation, filing 
and granting of his application. 

This, I believe, is the first instance 
where government approval as to the 
prudence of an expenditure in a broad- 
cast enterprise has been made a matter 
of government regulation. The con- 
cept, of course, is familiar in public 
utility regulation. 

December 7, 1960, the Commission 
initiated a rule-making proceeding 
proposing to establish new limitations 
upon the alienability of investments 
in broadcast properties. The Commu- 


Tv’s ‘severe test’ 


nications Act provides that “No con- 
struction permit or station license, or 
any rights thereunder, shall be trans- 
ferred, assigned, or disposed of in any 
manner, voluntarily or involuntarily, 
directly or indirectly, or by transfer 
of control of any corporation holding 
such permit or license, to any person 
except upon application to the Com- 
mission and upon finding by the Com- 
mission that the public interest, con- 
venience, and necessity will be served 
thereby.” The proposed rule would re- 
quire that, except in certain limited 
situations, applications for consent to 
assignment or transfer filed within less 
than three years from date of acqui- 
sition of broadcast properties would 
be designated for hearing. 

Another document which should 
probably be mentioned is captioned, 
“Report on Regulatory Agencies to 


show advantages of a free-enterprise system 



















the President-Elect, December 1960. 
James M. Landis.” In the section con- 


cerning the Federal Communications 
Commission, there is the following 
language regarding broadcast pro- 
gramming: 

“Observers of the procedures em- 
ployed by the Commission agree that 
the issues litigated are unreal, and a 
mass of useless evidence, expensive to 
prepare, is required to be adduced. 
The uselessness of much of this evi- 
dence derives from several causes. The 
first is that programming proposed by 
applicants is of high-sounding moral 
and ethical content in order to estab- 
lish that their operation of a radio and 
television station would be in the ‘pub- 
lic interest.’ The actual programming 
bears no reasonable similitude to the 
programming proposed. The Commis- 


(Continued on page 62) 
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Spot spreads 
its wings 


Second-quarter billings 
more evenly distributed 


by time periods 


i there a trend toward more equi- 
table distribution of spot television 
money throughout the broadcast day ? 
Or better, was there a trend in this 
direction? These questions are raised 
by the just-released report by Tele- 
vision Bureau of Advertising of TvB- 
Rorabaugh estimates of spot activity 
in the second quarter of this year. 

A comparison with the same quar- 
ter last year indicates that in the 1961 
period the money was spread more 
evenly by time of day (with early 
evening picking up considerably). It 
also indicates that total billings, by 
and large, just about held their own. 

The figures: in the second quarter 
of this year, gross time billings 


amounted to $160,599,000, slightly 
below the $160,648,000 reported for 
the same period in 1960. A more 
accurate comparison (for only the 
reporting in each 
period) shows that spot climbed an 
infinitesimal .04 per cent—the 334 
stations reporting in each period 
totaled $154,902,510 in the second 
quarter in 1960; $154,971,780 in the 
comparable quarter this year. 
However, the money was distrib- 
uted in a slightly different way. Day- 


same __ stations 


time, which accounted for 28.9 per 
cent of the total in the second quarter 
of 1960, brought in just 25 per cent 
this time out. And prime night also 


(Continued on page 66) 


Top 100 Spot Tv Advertisers, Second Quarter 1961 


1. Procter & Gamble 

Go ice sitaeas nae $16.419.700 
2. Colgate-Palmolive 

US gs ee eee 1,736,300 
3. Lever Brothers Co. . 4,268,800 
4. Coca-Cola Co./ 

MINS wie ces 3,661,300 
5. General Foods Corp. 3,527,200 
6. Continental Baking 

OS “Se 3,337,500 
7. William Wrigley Jr. 

EES Ae 2,700,700 
8. Standard Brands, 

RRS eS ret os nalts 2,252,500 


9. P. Lorillard Co. ... 


10. American Home 


2,212,600 


Products Corp. 1,914,700 


11. Bristol-Myers 


Company ...... 1.836.800 
12. Philip Morris, Inc. . 1,797,600 
13. Lestoil Products, 

Ria eae nig oe 1,588,500 
14. Hunt Foods & 

Industries, Inc. .. 1,556,600 
15. Kellogg Co. 1,554,900 
16. Simoniz Co. ...... 1,483,800 
17. Miles Laboratories, 

See ee 1,475,500 
18. International Latex 

A skegdedkes 1,438,500 
19. Corn Products Co. . 1,368,300 
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20. Anheuser-Busch, 
Inc. $ 1.311.000 


21. Nestle Co., Inc. 1,291,400 
22. Pepsi Cola Co./ 
OIE 5c c<sie. 
23. Quaker Oats Co. .. 
24. Alberto-Culver Co. . 
25. Carter Products, Inc. 


26. American Tobacco 


— 


1,285,200 
1,246,000 
1,185,000 
1,171,700 


1,168,800 
. Brown & Williamson 
Tobacco Corp. .. 


28. Gillette Co. ....... 
29. General Mills, Inc. . 
30. Jos. Schlitz Brewing 


nN 
~ 


1,129,600 
1,115,300 
1,018,700 


[a anki hha os 998.900 
31. J. A. Folger & Co. 950.400 
32. Pabst Brewing Co. . 948,100 
33. General Motors 

PS i siccics 922.500 
34. Standard Oil Co. 

(New Jersey) ... 921,000 
35. United Vintners, 

RSS Pere 898,200 
36. Avon Products, Inc. 880.600 
37. Carling Breweries, 

Pe ere 832,300 
38. Ford Motor Co. 

Dealers .o6eccss 822.700 


39. Ward Baking Co. .. 772,800 


40. Sterling Drug, Inc. .$ 763,900 


11. Hills Bros. Coffee, 


BR: fact cokn ses 761.200 
12. Food Manufacturers, 

Inc. 759,600 
43. Warner-Lambert 


Pharma. Co. .... 738,500 


14. Consolidated Cigar 

SE ae 730,500 
15. American Oil Co. .. 728.800 
16. Sears, Roebuck & 

EES Es Se 721,000 
17. Pharma-Craft 

Company ....... 713.900 


18. R. J. Reynolds 
Tobacco Co. .... 

19. Falstaff Brewing 
Se Suskveases 

50. Maybelline Co. .... 


51. North American 


Phillips Co., Inc. 
52. U.S. Borax & 
Chem. Corp. 


712,600 


703,400 
696,300 


674,600 


673,300 


93.Vie Tanny Enter- 

pee, FR. <525 631,500 
54. American Chicle Co. 630,000 
55. Norwich Pharmacal 

BY hace Wales ee aioe 625,700 
56. E. & J. Gallo 

a ere 616,400 


(Continued on page 67) 
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sro uns... Viewpoints 


Fall Starts and Finishes 


ae to the usual ills flesh is heir to, here are some 
predictions on what will succeed and what will 
fail among the new fall network programs—sort of an 
all-purpose ouija board. 

Sunday: 

Follow the Sun. ABC-TV. No. This is an enthusiasm, 
not a show. Formless, picaresque, undisciplined. Most of 
all, not ready. Will open big in Honolulu. Will be on the 
beach early, an expensive casualty. 

Car 54, CBS-TV. No. Factors: will have to live on its 
Disney inheritance (won’t dent Lawman or rob Sullivan). 
Fine skills (of Nat Hiken) at work on poor hypothesis: 
audiences don’t like comedy cops any more than they like 
comedy soaps. 

Adventures in Paradise. ABC-TV (new slot). It will 
expire here. 

Bus Stop. ABC-TV. Yes. Will provide Sunday night’s 
best entertainment, but pull weakest share for first 13. 
Will turn the corner by January, when it will begin to 
hurt GE Theatre and Benny. 

Bonanza. NBC-TV. Yes, but won’t do as well here as in 
previous slot. Reasons: no improvement in sets-in-use 
situation; will follow untried comedy entry; will face 
powerful (and unchanged) CBS Sunday-night line-up. 
Monday: 

Window on Main Street. CBS-TV. No. Beyond great 
popularity of Robert Young, there is nothing strong that 
is going for the show. Format weak, and Young in-and-out 
of a diffuse anthology. One season only. 

87th Precinct. NBC-TV. No. Good show, good produc- 
tion, but all components over-familiar. Also unfavorable 
competitive position: though 87th can take audience from 
Surfside, it can’t dent Danny Thomas or Andy Griffith. 
One season. 

Ben Casey. ABC-TV. Yes. Tough competition (Hennesey 
and Thriller), but will find its way anyhow. Swift, real, 
tense, authentic. All elements expertly integrated. Proba- 
ble, too, that Thriller, though a respectable performer, 
will be weaker in its new spot. 

Tuesday: 

Dick Van Dyke. CBS-TV. Yes. Confident, versatile, 
attractive performer. Good format. Will come out well, 
hurting both Laramie and Bachelor Father. 

Calvin and the Colonel. ABC-TV. No. Will get enthusi- 
astic sampling (the Amos ’n’ Andy tug, plus animation 
novelty), but will fade early before unstoppable Dobie 
Gillis and a poor feed from Bachelor Father. 

Ichabod and Me. CBS-TV. No. Some of the best of 
today’s television talents (George Tibbles, Joseph Con- 
neely, Robert Mosher, Robert Sterling) at work on one of 
television’s worst ideas. 13 weeks. 

Dick Powell. NBC-TV. Yes. Superior new dramatic 
anthology, with no competition first half-hour. Series will 





present season’s best adventure dramas—popular but not 
classy. Will top 9 p.m. viewing, run second (but close) to 
Skelton at 9:30. 

The New Breed. ABC-TV. No. Well produced and 
photographed, but series won’t make it. Two reasons: 
competition too tough, and premise (detectives are uni- 
versity trained) has no meaning to public and can’t be 
exploited by writers. The principals, though bright, are 
not interesting. Will fold in 26. 

Cain’s 100. NBC-TV. Yes. Untouchables format (rub 
out a new villain each week) has Hollywood’s sharpest tv 
producer and story-man (Paul Monash), plus convincing 
lead in Mark Richman. Show will succeed despite direct 
cross-fire from Garry Moore (who will dominate) and the 
new one-hour Alcoa dramas. 

Wednesday: 

Alvin and the Chipmunks. CBS-TV. No. One or two 
more animation shows, yes, but five is too many. 

Steve Allen Show. ABC-TV. Yes. Favorable competitive 
spot (a weakened Wagon Train, a new show and Father 
Knows Best re-runs). But the show won't be big: Steve 
scatters his talents, of which he has many, but perfects 
none of them. A happy dilettante, not a sweating pro. 

Joey Bishop. NBC-TV. Yes. Will dent Checkmate before 
it gets set in its new slot. And will crowd out Top Cat, a 
brief novelty: animation, plus Arnold Stang’s voice. 

Mrs. G. Goes to College (Gertrude Berg). CBS-TV. No. 
One season only. Too special, too familiar. 

Bob Newhart. NBC-TV. No. Criminal mishandling of 
fine, new comedy skill. Newhart can’t carry a show and 
should never be forced to. Should start off in tv the way 
Garry Moore used Alan King. Prediction: early death 
and large company of mourners. 





Thursday: 
Frontier Circus. CBS-TV. No. No focus—kids or grown- 
ups. No story focus, either. There is a circus (mangy) 


and a frontier. Story could go anywhere, and does so. 
Dr. Kildare. NBC-TV Yes. The big new dramatic series. 
Bob Cummings. CBS-TV. No. Psychologically, his in- 
tense comedy “image” will seriously hurt him. So also 
will the poor lead-in. McCoys viewers will never budge. 
Half-hour anthology, always a risk, will be greater risk 
for Cummings than for dramatic actors. And Cummings 


(Continued on page 64) 
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Film Report 





NEW HOPEFULS 

Scripts are moving ahead for the 
new crop of pilots to be filmed this 
fall. Screen Gems vice president Harry 
Ackerman has hired the team of Joe 
Bigelow and Jay Somers to develop a 
new series, Medicine Man. 

Another team, Peter Barry and 
Robert Kaufman, has completed two 
pilots for Ralph Edwards-Hal Hud- 
son’s Wardson Productions: Dudley, 
a half-hour situation comedy, and 
Counterpoint, an hour detective 
drama. 

E. Jack Neuman is working on the 
script of 333 Montgomery, dealing 
with the adventures of San Francisco 
lawyer Jake Ehrlich, for MGM-TV. 

Arthur Orloff is doing the story and 
pilot script of the Frank Buck Bring 
"Em Back Alive series for Screen 
Gems producer Bill Sackheim. And 
producer Fred Gebhardt is moving 
ahead with Space Scouts, U.S.A., deal- 
ing with the exploits of the Civil Air 
Patrol. 


TRACING A TREND 


Is the trend (after all these years) 
to feature films, after all? At least one 
programming expert (see Viewpoints, 
page 31) thinks so, and a recent Pulse 
study done for this magazine suggests 
the same thing. Now Seven Arts Asso- 
ciated, armed with a special study of 
its own, is out to prove that many 
stations using its “Films of the *50s” 
are nearing full sponsorship prior to 
their fall premieres. 

Some SAA statistics: 

KLZ-TV Denver has its 10:30 Movie 
80 per cent sold out three weeks be- 
fore premiere. 

wen-Tv Chicago was 90 per cent 
sold out for a new feature strip which 
will unveil the Warner Bros. post-’50 
movies starting Sept. 11. 

Kvit Amarillo was 75 per cent sold 
to two local sponsors almost a month 
before the debut of a weekly presen- 
tation. 

KTVK Phoenix had sold out “Films 
of the °50s” six weeks before its start- 
ing date to a local home builder. 

wor-Tv New York had sold out The 
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Big Preview two weeks prior to its 
debut. 

KHJ-Tv Los Angeles had Theatre 
Nine, which premiered “Films of the 
50s,” sold out two weeks prior to 
starting date. 


MORE CARTOONS 

More new animated entertainment 
films will be coming off the produc- 
tion line before the end of the year. 
Hanna & Barbera Productions plans 
three five-minute series, Touche Tur- 
tle, Lippy the Lion and Wally Gator, 
for the syndicated market. Animation, 
Inc., has started production on Sgt. 
Kling of the Preston and His Wonder 
Dog George. And Sage Productions 
will try something new in the field by 
combining both animation and live 
action in its Little Billy Blue Shoes. 


SALES... 
Four Star TV has sold four re-run 


series to Procter & Gamble for tele- 
casting in Canadian markets. Involved 
are a total of 156 half-hours of Zane 
Grey Theatre, Robert Taylor's Detec- 
tives, The Law and Mr. Jones and The 
Tom Ewell Show. 

Ziv-UA has sold Ripcord in 11 more 
major markets. New purchasers in- 
clude wNACc-TV Boston; WGN-TV Chi- 
cago; wTic-Tv Hartford-New Haven; 
wrcv-Tv Philadelphia; WJAR-TV 
Providence; KSD-TV St. Louis; WFMJ- 
Tv Youngstown; WcHs-Tv Charleston- 
Huntington; wsoy-tv Clarksburg, 
W. Va.; KNox-Tv Grand Forks, N. D., 
and KCND-TV Pembina. Ripcord has 
been sold in well over 100 markets. 

Everglades, a newer fall syndication 
offering out of Ziv-UA, has been sold 
in more than 25 markets. Everglades 
is about the adventures of a modern- 
day constable in the Florida swamp- 
land. Stations which have bought the 
wtvn Columbus, 


program include 





7 jc >. IR ee See 


hen the H. W. Lay Co. of At- 

lanta recently renewed its con- 
tract for Deputy Dawg “with no 
hesitation,” the sponsor pointed to 
the pull the show had for premium 
offers. This and the high ratings of 
the animated show played a key role 
in keeping Lay’s potato chips well up 
on its competition in the 46 south- 
eastern markets where the cartoons 
have been running for the company 
during the past nine months. 

“We have found the Deputy Dawg 
show audience very responsive to pre- 
mium offers designed especially to 
capitalize on the popularity of the 
principle characters in the show,” says 
Paul S. Patterson, account executive 
with Liller, Neal, Battle & Lindsey, 
Inc., Atlanta, the advertising agency. 

“There is every reason to believe 
the show will increase its popularity 
with the younger set in its second 
year,” he adds. “In some markets it 
the same time slot.” 

The H. W. Lay Co. has picked up 
the second series, consisting of 26 
half-hours (104 cartoons), for 26 


SE Se Se eg yee! H. W. Lay Co. 





alternate weeks over a 52-week period. 
The 46-market spread sweeps from 


Missouri and Southern Illinois to 
Florida. 

Sample ratings on the show: At- 
lanta, 30.3 (Nielsen); Columbia, 


S. C., 32.0 (ARB); Louisville, 26.5 
(ARB); Mobile, 27.5 (ARB); Roa-- 
noke, 22.5 (ARB); Richmond, Va., 
22.1 (Nielsen). 

CBS Films, Inc., is the distributor 
of the cartoon series. 





Co i 


so) 


or 





Ohio; WLw-t Cincinnati; WVEC-TV 
Norfolk; waca-Tv Atlanta; WDSU-TV 
New Orleans; KLz-tv Denver; WTVT 
Tampa; KELP-Tv El Paso; KTVK 
Phoenix; KREM-TV Spokane; KGW-TV 
Portland, Ore.; KGUN-TV Tucson; 
wkrG-TV Mobile; wHio-tv Dayton; 
wLos-tv Asheville; wRBL-Tv Colum- 
bus, Ga.; WDBO-Tv Orlando; WCTV-TV 
Tallahassee; WLBT Jackson, Miss.; 
Kvos-TV Bellingham, Wash.; KEZI-TV 
Eugene, Ore.; KJEO Fresno, and 
KOOK-TV Billings, Mont. 

Jayark Films Corp.'s Bozo the 
Clown has been sold to better than 
200 television outlets across the globe. 
Latest purchasers of the animated 
series are KMMT Austin, Minn., and 
KWWL-TV Waterloo-Cedar Rapids. 

Another indication that the market- 
by-market route is not in as desperate 
straits as many have suggested comes 
from Independent Television Corp. 
Whiplash, 1TC’s new first-run series, 
has been sold in 73 markets domes- 
tically and in 51 foreign countries. 
The program will premiere in Canada 
under Procter & Gamble sponsorship 
over the new CTV network. Whiplash 
was produced in Australia, and is 
about Christopher Cobb, an American 
who established and ran the first 
stageline down there. 

Latest report out of Seven Arts 
Associated is that “Films of the ’50s” 
(volume I) has been sold in 104 mar- 
kets, while volume II has been sold in 
39. Latest purchaser (of both vol- 
umes, totaling 80 motion pictures) : 
WXEX-TV Richmond . . . KMOX-TV St. 
Louis has purchased 56 post-’48 Allied 
Artists and Metro-Goldwyn-Mayer 
features . . . WFAA-TV Dallas has pur- 
chased United Artists post-’52 product. 

Official Films has managed to main- 
tain a killing pace of a sale a day for 
Peter Gunn. In precisely one month 
the slick adventure series was sold in 
31 markets. Peter Gunn is part of a 
package of four off-the-network ad- 
venture series; the others are Mr. 
Lucky, Yancy Derringer and Wire 
Service. Latest purchasers include: 
KYw-TV Cleveland; wjBK-TV Detroit; 
KMSP-TV Minneapolis; wrtv Indian- 
apolis; waca-Tv Atlanta; WDSU-TV 
New Orleans; wtvyj Miami; wTTc 
Washington; wpEF-TV Chattanooga; 
WNEP-TV Scranton; WBNS-TV Colum- 
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Aerosol Corporation © Fashionette Hair Spray 






JAMIESON FILM COMPANY, Dallas 


Campbell Soup * BBDO 








Allstate Insurance © Leo Burnett 





FILMFAIR, Hollywood 


Citizens for Kennedy 





cd 


PANTOMIME PICTURES, INC., Hollywood 





Aqua Velva © Parkson Advertising 





FILMEX, INC., New York 


Clorox * Honig - Cooper & Harrington 


es 








Ban © Ogilvy, Benson & Mather 


WCD, INC., New York 





Five Day Labs, Inc. * Doyle, Dane & Bernbach 
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ELEKTRA FILM PRODUCTIONS, INC., New York 
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Frito Company * Tracy-Locke 
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KEITZ & HERNDON, Dallas 


Goodyear Tires * Young & Rubicam 





MARK VII COMMERCIALS, Hollywood 





General Mills * Dancer-Fitzgerald-Sample 





sexe 


LARS CALONIUS PRODUCTIONS, INC., New York 


Jackson Brewing Co., Jax Beer * D,C,S&S 





ae 


PELICAN FILMS, INC., New York 





Genesee Beer * McCann-Marschalk 
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WYLDE FILMS, INC., New York 


Mutual of Omaha © Bozell & Jacobs 





Godchaux Sugar * Fitzgerald Advertising 





RAY PATIN PRODUCTIONS, Hollywood 





WILBUR STREECH PRODUCTIONS, INC., New York 
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bus, Ohio, and KtvT Dallas-Ft. Worth. 

Q. T. Hush, the cartoon comedy 
package syndicated by M&A Alex- 
ander, has been sold in an additional 
six markets to bring the total to 63. 

True Adventure, new series pro- 
duced by Bill Burrud, has been pur- 
chased by Kcop Los Angeles. 


PEOPLE... 

Television Enterprises Corp. has 
appointed Jerry Kurtz, previously 
with Official Films, as vice president 
in charge of sales. 

Independent Television Corp. has 
added Will Tomlinson as an account 
executive in the western division. Mr. 
Tomlinson’s previous affiliations in- 
cluded Walt Disney Productions, Re- 
public Studios and Medallion TV. 

Herbert B. Leonard, for many years 
the leading independent producer 
affiliated with Screen Gems, produc- 
ing Rin Tin Tin, Naked City and sev- 
eral other series, is severing his ties 
with the company to enter independ- 
ent production. 

The William Schuller Agency has 
named Frank Gardonyi to head its tv 
packaging department. 

Jules Bricken, one of the pioneer tv 
producers (he was instrumental in the 
founding of Screen Gems, and for 
many years produced Ford Theater), 
is joining 20th Century-Fox TV as 
producer of the Follow the Sun series. 

Alan Neuman has joined Arnold 
Michaelis Productions as producer- 
director of Adlai Stevenson Reports, 
which will debut on ABC-TV in Oc- 
tober. Mr. Neuman, holder of numer- 
ous television awards, has been asso- 
ciated with such programs as Wide 
Wide World, Person to Person, Meet 
the Press and the NBC Opera. . 


9 N FEET 
of film in one of the most com- 


plete film libraries in the world. No 
matter what you're looking for in 





stock footage — you'll find it at 


SHERMAN GRINBERG 
FILM LIBRARIES, INC. 
1438 N. GOWER ST, HOLLYWOOD 28, CALIF 
HOLLYWOOD 4-7491 
245 W. SSTH ST., NEW YORK 19, WY. 
JUDSON 6-8750 














Joel Chaseman has been named gen- 
eral manager of PM East and PM 
West. Mr. Chaseman has been with 





MR. CHASEMAN 


Westinghouse Broadcasting Co., pro- 
ducers of the syndicated late-night 
shows, since 1957. 

John B. Spires has been appointed 
director of European and United 
Kingdom sales for MGM-TV. For the 
past three years Mr. Spires was gen- 
eral manager of foreign sales for MCA 
TV and was formerly European gen- 
eral manager of Universal-Interna- 
tional. . . . Mack Stanley has joined 
the special creative unit at Geyer, 
Morey, Madden & Ballard, Inc., as its 
art director. Mr. Stanley was former- 
ly with Young & Rubicam, where he 
was an art director, with special as 
well as account assignments. 
Gerald Mandel has been ennelensd 
director of the educational film divi- 
sion of Sterling Television Co. 





MR. MANDEL 


General Artists Corp. continues to 
expand its television division. Latest 
additions are Tony Ford, who will 
specialize in the area of tv talent, and 
Kenneth F. Martel, who will be active 
in the television commercial depart- 
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| Robinhood Oats * Young & Rubicam, Ltd. 





ANSEL FILMS, INC., New York 
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KTTV TAPE PRODUCTIONS, Hollywood 





Smith-Corona Marchant * BBDO 


VIDEOTAPE PRODUCTIONS OF NEW YORK, INC. 


White’s Ham © Delroy, Inc. 





GRAY-O'REILLY PRODUCTIONS, INC., New York 





Stroh Brewing Co. © Zimmer, Keller & Calvert 





GROUP PRODUCTIONS, INC., Detroit 





WKBW-TV, Buffalo, N. Y. 


WKBW-TY 


BUFFALO, N.Y, 





DOLPHIN-ROSS, INC., New York 
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ment. Mr. Ford was formerly with 
Television Artists Corp., and Mr. 
Martel for the past several years was 
with the Willard Alexander agency. 


PROGRAMS ... 

Ziv-UA, once known as the leader 
in the old-style action field, may yet 
become the most diversified of inde- 
pendent program sources. The com- 
pany’s latest move: it has signed the 
Amato Opera Theatre in New York 
to produce a pilot film for a projected 
series of one-hour presentations of 
operas. 

Wolper Productions, specialists in 
documentaries, has been obliged to 
initiate a staff expansion. In addition 
to the many specials it is doing, 
Wolper has been signed by Ziv-UA 
for a series of 38 half-hours called 
The Story of (an interne, a priest, a 
wrestler, a lawyer). Four new pro- 
ducers have been added to the com- 
pany’s staff: John Goetz, William 
Kronick, Arthur Swerdloff and Malvin 
Wald. . . . MGM-TV has signed up 
Joe Pasternak to serve as executive 
producer of a new series, The Fairest 
Lady of Them All. Scheduled for the 
1962-°63 season, the series will tell the 
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355 LEXINGTON AVE. 
NEW YORK 17, N. Y. 
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stories of famous immigrants. The 
“Lady,” of course, is the Statue of 
Liberty. 


EXPANDING FACILITIES 

Booming business in commercial 
and animated entertainment films is 
leading west-coast producers to ex- 
pand their quarters and range far 
afield in the search for new cartoonist 
talent. 

International Video Tapes is mov- 
ing into a new production center, 
equipped with all facilities for VTR, 
electronic filming, editing and trans- 
ferring. The move, according to 
William F. Wallace, president of the 
company, is preparatory to the firm’s 
entering a full schedule of programs 
and commercial production. 

Cascade Pictures has acquired an 
additional 25,900 square feet of prop- 
erty in line with its $1-million expan- 
sion program, intended to set up the 
largest and most complete television 
film commercial center in the west. 
When finished, the center, located in 
the heart of Hollywood, will have fa- 
cilities for commercials comparable 
with those of a major studio for en- 
tertainment production. 

Larry Harmon Pictures Corp., 
which struck it big with Bozo the 
Clown, will start construction early 
next year on its own four-story studio 
and office building. 

Format Films has leased an addi- 
tional 10,000 square feet of space ad- 
jacent to its headquarters in the San 
Fernando Valley, one which it ex- 
panded only a year ago. 

And Jay Ward Productions, which 


is already operating two production 


| centers, one in Hollywood and the 
| other in Mexico City, is boosting its 





How can | protect and control 
e negatives of our TV spots? 


Let BONDED catalog and 
store your pre-print material 
at its Fort Lee, New Jersey 


warehouse. 
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staff from 150 to 200, an all-time high 
for the firm. 


COMMERCIAL CUES... 

The second annual International 
Broadcasting Awards have been set 
for Feb. 13, 1962, under the sponsor- 
ship of the Hollywood Advertising 
Club. Deadline for entries is Dec. 1. 
Kenneth C. T. Snyder, vice president 
of Needham, Louis & Brorby, is chair- 
man of the event. 

Competition is open to any adver- 
tiser, advertising agency, producer 
and radio or tv broadcaster in the 
world. 

Categories, each to be divided into 
spots of more than 60 seconds, 60 
seconds and less than 60 seconds (ex- 
cluding ID’s) , will be live action, ani- 
mated art, combination. Other awards 
will go to videotape commercials, 
ID’s, local and regional spots, stop 
motion and promotional commercials. 


NEW PROGRAM FIRMS 

Two more companies have been 
established for the production of tele- 
vision programs. 

On the west coast, Jack Lemmon 
and Max Arnow, talent executives 
with Blake Edwards and Richard 
Quine, producer-directors, have form- 
ed Artists and Production Associates. 
The new company will engage in in- 
dependent motion-picture, television 
and theatrical production. 

In New York, Richard Giilaspy, 
producer-director with NBC-TV for 
13 years, has formed a new tv packag- 
ing firm called Seven League Produc- 
tions, Inc. First project is Miss 1962, 
described as a_ television-oriented 
beauty contest. It is being prepared 
for syndication. Several properties 
for network sale are also in prepara- 
tion. 


TAPE EXPANSION 

Videotape Productions of New 
York has initiated a million-dollar 
expansion program as a result, it says, 
of major advertisers switching from 
tape to film. 

Facilities will be tripled with the 
leasing of a studio building from 
NBC (at 67th St. and Columbus 
Ave.), which will have three com- 











pletely equipped studios, each with its 
own control room, The company will 
move over the week-end of Sept. 15 to 
18. 

A 50-per-cent expansion in per- 
sonnel will also be initiated. Addi- 
tions will be made mostly in the pro- 
duction and creative end of things. 
John Lanigan, vice president and gen- 
eral manager, says national adver- 
tisers using the company’s facilities 
have doubled in the past year. 


Tv Commercials 


GRAY & O’REILLY 
PRODUCTIONS, INC. 


In production: Scripto, Inc. (pens), M-M; 


Mary Carter (paints), Ellington; Amer- 
ican Home Products (Chef Boy-Ar-Dee), 
Y&R; American Home Products (Dristan, 
Painquellizer), Tatham-Laird; Boyle-Mid- 


way (Aero-Shave), Tatham-Laird. 


NATIONAL BROADCASTING 
co. 


Completed: Nestle Co. (Nestea instant 
tea), M-E; S&H Green Stamps (trading 
stamps), SSC&B; Sun Oil (Sunoco gaso- 
line), Esty; Du Pont (Ship & Shore 
blouses & shirts), BBDO; U. S. Brewers 
Foundation (beer), JWT: AT&T (tele- 
phones), N. W. Ayer; Aluminium, Ltd. 
(aluminium products), JWT; -General 
Foods (GF products), B&B; U. S. Time 
Corp. (Timex watches), Warwick & Leg- 
ler; Esso Standard Oil Co. (Esso gasoline), 
MacLaren; McCall Corp. (McCall’s maga- 
zine), Grey; Studebaker (Lark), D’Arcy; 
Time and Life (magazines), Y&R; Sweets 
Co. of America (Tootsie Rolls), direct; 
Westinghouse (general), M&E. 


In production: Ballantine (beer), Esty; 
General Motors (Oldsmobile), D. P. Broth- 
er; Mutual of Omaha (closed circuit), 
Bozell & Jacobs; United Community Fund 
(closed circuit), direct; NBC (Dr. Kil- 


dare-closed circuit), direct. 


PANTOMIME PICTURES 


Completed: Mars, Inc. (Snickers, Milky 
Way), NL&B; First National Bank of San 


Diego (auto loans), Phillips-Ramsey. 


In production: Archway Baking Co. (Arch- 
way cookies), Norman, Navan, Moore, 
Marineau & Baird; American Crystal Sugar 
(sugar), W. A. Krause. 


RAY PATIN PRODUCTIONS 


Completed: Jacks’ Cookie Co. (cookies), 
Fitzgerald; Sawyer’s Inc. (View-Master), 
Richard G. Montgomery; Carling Brewing 
Co. (beer), LF&S. 

In production: Consolidated Food Corp. 











Certified Film Storage 
For 500,000,000 Feet! 


BEKINS FILM CENTER 


1025 N. Highland, Hollywood 38 
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Volume Two 


Over 400 case histories 
from every size market, 
demonstrating tv's ability 
to sell! 

Product Groups Include: 


Shoe stores and 
Manufacturers 


Farm Implements and 
Machinery 


Electric Power Companies 
Gas Companies 

Telephone Companies 
Insurance Companies 
Coffee Distributors 

Men’s Clothing Stores 
Cough and Cold Remedies 
Electrical Appliances 

Beer and Ale 

Department Stores 


Restaurants and 
Cafeterias 


Moving and Storage 


Television and 
Radio Receivers 


ONLY $9 00 PER COPY 


Television Age 


1270 Avenue of the Americas 
New York 20, N. Y. 








(Sara Lee coffee cake & Apple’n’Spice 
cake), C&W; Louisiana State Rice Milling 
Co. (Mahatma & Watermaid Rice), Knox 
Reeves-Fitzgerald. 


PECKHAM PRODUCTIONS 


Completed: Modular Fabrications (Poly- 
rods), Crestwood; American Transistor Toy 
(Billy the Bounce), Crestwood. 

In production: Stuart Science (Stuart Sci- 
ence sets), Ted Menderson; Pressman Toy 
Corp. (Doodle Rule, Fanny the Fever Doll, 
Look & Laff, Counting Jump Rope), Crest- 
wood. 


SOUNDAC PRODUCTIONS 


Completed: Shell Oil (gasoline), Publicidad 
Badillo; Esso Standard Oi] Co. (Esso gaso- 
line), M-E; Banco Popular (bank services) , 
West Indies Adv.; Goose Girl Flour (flour), 
Dick Brown; Procter & Gamble (Tide de- 
tergent), Y&R; Savannah Sugar Ref. Corp. 
(Dixie Crystal sugar), Burton E. Wyatt: 
Mayfield Dairy Farms (milk, cottage cheese, 
ice cream), Edwin C. Huster. 

In production: Rural Electric Cooperatives 
(electric company), direct; Curtis Bros. 
Furniture (furniture), Wm. D. Murdock. 


TKT FILMS, INC. 


Completed: Howard Johnson's (billboard), 
Y. W. Ayer; Pepsi-Cola Co. (Pepsi-Cola 
theatre trailer), direct; P. Ballantine & 
Sons (beer), Esty; B. C. Remedy Co. (B. 
C. headache powders), Knox Massey; Corn 
Products Co. (Niagara starch, Mazola oil, 
Hellmann’s mayonnaise), Victor & Rich- 
ards; Revlon, Inc. (Blist-O-Sol skin medi- 
cation), Victor & Richards. 

In production: Reynolds Metal Co. 
(Reynolds aluminum), L&N; Uddo & 
Taormina Corp. (Progresso Minestrone 
soup, lentil soup, tomato paste, peeled 
tomatoes), Carlo Vinti Adv.; B. C. Remedy 
Co. (B. C. headache tablets) , Knox Massey: 
North Carolina Trucking Assoc. (trucking), 
Knox Massey; Home Security Life Ins. Co. 
(insurance), Knox Massey: Revlon Inc. 
(Vaponefrin), Victor & Richards; Mennen 
Food Products (Jiffy-Pop popcorn), Vic- 


tor & Richards. 


WYLDE FILMS, INC. 


Completed: State of North Carolina (pro- 
| motional), Bennett; El Producto Cigar Co. 
(Lovera cigars), Compton; Standard 
| Brands (Fleischmann’s margarine), Ted 
| Bates; Genessee Beer (beer), McCann 

Marschalk; Coca Cola Bottling Co. 

(Sprite), McCann Marschalk; Scott Towel 
| Co. (Scott tissue), JWT. 
| In production: Maytag (Maytag washers & 





Create the RIGHT mood every time 
for your video tape recordings 
with the 


MAJOR MOOD 
MUSIC LIBRARY 


MAJOR offers you a full 30 hours of 
production music for titles, bridges, 
backgrounds. 


WRITE FOR FREE CATALOGUE 
AND UNLIMITED USE RATES 


THOMAS J. VALENTINO, INC. 


150 WEST 46th STREET 
New York 36, New York—Cl-6-4675 








dryers), Leo Burnett; Rich’s Dept. Stores 
(Rich’s dept. stores), Liller, Neal, Battle 
& Lindsey; Coco-Cola Bottling Co. (Sprite), 
McCann Marschalk: Genessee Beer (beer), 
McCann Marschalk; National Biscuit Co. 
(Dromedary Scones), Ted Bates; American 


Chicle (Certs, Rolaids), Ted Bates; West- 
inghouse (Westinghouse LoGo), M-E; 


Muller’s (Muller’s Macaroni), DCS&S; Red 
Cross (Red Cross), JWT; Shulton (Old 
Spice products), Wesley Assoc.; Milton 
Bradley (Milton Bradley games), Alfred 
E. Noyes. 


Advertising Directory 
of TV SERVICES 


FILM EQUIPMENT 








GAMERA EQUIPMENT CO., INC. 


315 West 43rd Street, New York 36, N. Y. 
JUdson 6-1420 
LIGHTING EQUIPMENT 
Motion picture and television equipment 
. « « generators . . . film editing equip- 
ment... pr i g q ip +t. 
RENTALS — SALES — SERVICE 











$.0.S. PHOTO-CINE-OPTICS, INC. 
formerly $.0.S. CINEMA SUPPLY CORP. 
New York City: 602 West 52nd Street, Plaza 7-0440. 
Hollywood, Calif.: 6331 Hollywood Bivd., Ho 7-2124. 
SALES e LEASING e SERVICE 
The world's largest source for film production 


equipment: Animation, Producing, Lighting, 
Processing, Editing, Recording, Projection, 
etc. 











LIGHTING 





CHARLES ROSS, INC. 
333 West 52nd Street, New York 19, N. Y. 
Circle 6-5470 
LIGHTING, GRIP EQUIPMENT, 
PROPS AND GENERATORS 
For Motion Pictures and Television 
SALES @ SERVICE @ RENTALS 











SOUND STUDIOS 





PATHE’S FABULOUS STUDIO 7A, for the BIG 
SOUND in Scoring Music to everything from 
10 sec. SPOTS to FEATURE FILMS. One 
Musician or 100. 16 and 35mm projection. 
PATHE SOUND SERVICES, INC. 


105 E. 106th St., New York 29, N. Y. 
EN 9-4040, TR 6-1120 











FILM STRIP LABS 








MANHATTAN 
COLOR LABORATORIES, INC. 
SERVING parce 
wit 
FILM STRIPS and SLIDES 
CALL TR 3-1919 
210 West 65th St. New York 23, N. Y. 
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THE SBICS. One of the most interest- 
ing areas for investors interested in 
spotting good opportunities in the 
electronics-tv field is the Small Busi- 
ness Investment Co. 

The SBIC is a development of the 
last two years, prompted by the Gov- 
ernment’s concern about the flow, or 
rather the lack of flow, of capital into 
the field of small business. (A small 
business has been defined, at least in 
the accompanying legislation, as a 
company with assets of under $5 mil- 


lion and an annual profit of less than” 


$250,000.) 

The investment program is double- 
barreled, since it gives an individual 
an opportunity both to invest in the 
potential of small, promising busi- 
nesses and at the same time to benefit 
from tax features that are 


unique. The SBICs can be formed by 


some 


any group of people willing to pool 
their resources for this type of invest- 
ing. The whole program is to encour- 
age private investors to lend to small 
firms on a long-term basis. The SBICs 
permit realized losses to be offset 
against ordinary income for tax pur- 
poses by both the SBIC itself and the 
holders of SBIC stock. 


HOW THEY WORK. To begin an 
operation, an SBIC must have $300,- 
000 of capital. Half of that amount 
may be obtained from the Small Busi- 
ness Administration through the issue 
of subordinated debentures junior to 
other debt. The SBICs can also obtain 
operating funds up to 50 per cent of 
their capital. Both the debentures and 
the loan interest rates are at five per 
cent on a five-year maturity. 

After hearing testimony on the ex- 
periences of the SBICs early in 1960, 
the Senate committee concluded that 
the minimum economic size for these 
investment companies was $1 million 
in capital funds and that a $4-million 
minimum appeared desirable. There’s 
no doubt that even SBICs with ade- 
quate funds fully invested will have 
some difficulty in making an adequate 
return on investments. 


The hope of the promoters of the 


Wall Street Report 





SBIC approach was that the profit 
potential can be increased by the 
leverage of using borrowed funds. In 
contrast to commercial finance com- 
panies, these SBICs are authorized to 
make only equity investments and 
long-term loans which, naturally, lack 
the liquidity 
portfolio. 


of finance-company 


BIG IN ELECTRONICS. To the tv- 
electronic-minded investor it is impor- 
tant to note that many of these SBICs 
are concentrating their investment 
efforts in the area of electronics and 
the technical-development companies. 
The reasons are obvious: there are 
many new entrants in the field. 

As of now there are more than 5,- 
000 electronics companies, both pub- 
licly and privately owned, of which 
more than 2,500 are involved in the 
country’s defense effort and a good 
500 are engaged almost entirely in 
feeding one or another facet of the 
space program. Many firms are spe- 
cialists, with their contributions con- 
fined to a single component. New 
moves are being made by larger firms 
to integrate their operations, thus re- 
taining business previously farmed 
out—and making less room for the 
smaller, thinly capitalized outfit. To 
find electronics capital, the two 
largest of the SBICs and the one 
listed SBIC have specialized in this 
area. Electronics Capital, for exam- 
ple, is the largest one in the field 
with over $33.3 million in assets and 
























has made investments in 18 different 


situations, all of them in the electronic 
and technical fields. 

Boston Capital, the second largest 
SBIC with $21.2 million in assets, has 
made some 10 investments in small 
companies, most of them in the elec- 
tronic and scientific field. In both 
Electronics Capital and Boston Capital 
their investments have each in turn 
developed two companies that became 
publicly owned. 

On the American Stock Exchange 
Venture Capital is the only listed com- 
pany of some 30-odd publicly owned 
SBICs. It has been investing also in 
electronic situations, and its shares 
have had a fairly wide swing from 
534 to over 22 so far in 1961. 
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WHAT IS IT WORTH? 


Broadcast properties are not priced on a “brick and 
mortar” scale. Our experience with hundreds of 
appraisals guarantees you the true market value. 


BLACKBURN & Company, Inc. 


RADIO *« TV * NEWSPAPER BROKERS 
NEGOTIATIONS « FINANCING *« APPRAISALS 


ATLANTA 


Clifford 8. Marshall 
Stanley Whitoker 
Robert M. Baird 
Healey Building 
JAckson 5-1576 


WEST COAST 
Colin M. Selph 
Colif. Bonk Bidg. 
9441 Wilshire Bivd. 
Beverly Hills, Colif. 
CRestview 4-2770 
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How to make 
big money 
on the avenue 


You, too, can 
join the exciting 
world of public 

relations—all you 


need is a memory... 
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N o one has ever said that the task 


of the public-relations man is 


an easy one, Still, it takes a certain 
breed of person to remain unwilted, 


responsive and smiling through an 


interrogation of the following sort— 


when Archer Ambergris, freelance 
writer, applies for a job with a multi- 


initialed agency. 


Q. 


Oo Fr? © PF 


Qo + mo » © 


> 


oreorereor 


I understand, Mr. Ambergris, that 
you have written publicity bro- 
chures and advertisements for 
leading advertising agencies. To 
whom do you direct your writ- 
ings? 


. To executives. 

. Could you be more specific? 

. To key executives. 

. And just what is your purpose in 


aiming at them? 


. To show the big picture, the real 


inside story of the agency. 


. I see, you give them the deluxe 


tour? 


. Oh, no—not the red-carpet and 


dining-room bit. I show them the 
real “guts.” 


. That is—? 
. The people! 
. Naturally, because it’s the people 


that—? 


. Make an agency. 
. Could we go into the backgrounds 


of the agency’s business people? 


. They're all agency-trained. 

. And the agency people? 

. They’re all business-trained. 

. Just what kind of people are they? 
. Individualists, all. 

. But how do they work? 


As a team. 


. What sort of team, Mr. Amber- 


gris? 


. A smooth, well-oiled group. 
. Just what is the purpose of having 


these individualists— 


. Make that rugged individualists. 


g@. Yes. Why do these rugged in- 


>oPreo 


dividualists work as a group? 


. So the agency can get the com- 


bined thinking and talent of the 
entire organization. 


. I presume the team has a captain? 


Yes, the agency president. 


. And he gives orders? 
. No, he issues directives. 


Oo > © 
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. Because the creative people are 
. Business-oriented. 

. Do they win many awards? 

. Yes, but their chief objective 1s 


orere 


. Yes, it’s 


. To—? 
. To guide the team’s decisions. 
. Is he open to suggestions from 


team members? 


. At all times. 
. Because the agency has— 
. An open-door policy. 


Let’s move into specific depart- 
ments, Mr. Ambergris. The agen- 
cy’s creative policies are based 
on—? 


. Sound business perspective and 


objectivity. 
9 





not to win awards. 


. No? 


. It's to produce advertising that 


sells! 


. And how do they do this? 


. By putting ordinary business facts 


in a new perspective. 


. What sort of perspective? 


. Oh, fresh. 


And—? 


. Unusual, probably. 
. Does the creative department have 


specialists ? 


. Of course. 
. But the specialists, I imagine— 
. Are equally skilled in all media, 


package design, presentations and 
the unique development of print- 
ing on Kleenex. 


. Is there a phrase to describe that 


that technique? 


one they helped to 


ptoneer. 


. In the tv-radio department, I pre- 


sume the are all 


former— 


copywriters 


. Producers. 


. And the producers, naturally—? 


That’s right. They're all former 
copywriters. 


. Is there a reason for this? 
. Of course, a copywriter turns out 


better broadcast copy when he’s 
familiar with production details— 


. And? 


. Vice versa. 


Q. I see. What kind of comercials 


does the agency turn out? 


. Oh, fast-paced, imaginative, orig- 
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at 
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inal, but at all times selling. 


. The agency has a media and re- 


search department? 


. It must, because it’s marketing- 


minded. 


. What kind of approach do the 


people there have to their tasks? 


. Not statistical, of course. 


Q. I didn’t ask what it wasn’t Mr. 


© 


aro Pe?P 


. I think that’s about ll, 


Ambergris. It is— 


. A creatinve approach. 
. Thank you. Why is that? 


. Because timebuying is not an 


exact science. Along with an un- 
derstanding of marketing objec- 
tives, you must have imagination 
and judgment. 


. Would you classify the buyers 


as—? 


. Order-placers? No, they’re analy- 


tical technicians, media-wise. 


. Is it ever necessary to call in out- 


side research help? 


. Rarely. 
. But at those times—? 
. Their work is guided by the 


agency's own highly skilled people. 


. As to the account executives, could 


we have a word about them? 


. We prefer to refer to them as 


members of the client’s sales staff. 


. I see, because they’re actually—? 
. Working more for the client than 


the agency. 


. Do any of them have business 


backgrounds? 


. All of them. 
. Where do they live? 


With the client. 


. And also—? 


With the agency team members. 


. How do they get along with these 


team members? 


. Perfectly, because they've all come 


up through the ranks themselves. 


. Do these people have difficulty 


taking on a new account? 


. Impossible. They’ve studied ihe 


account thoroughly before it 
comes into the shop. 

Mr. 
Ambergris—unless you could give 
us a final word on the agency's 
philosophy ? 


. Totality. 


. You’re hired, Mr. Ambergris. 
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Then what you need is a set of the TELEVIsion ace Product Group Success Stories. Nearly 
this series of authentic case histories of television 
advertisers. Each product group includes from a dozen to 75 detailed descriptions of the 
television campaigns and the successful results obtained by advertisers in that category. 
Product group stories available in reprint form are listed on the order blank below. 


every type of advertiser is included in 





Reader’s Service 


No. 

33. Auto Dealers 
44. Bakeries 

42. Banks & Savings Institutions 
26. Beer & Ale 

36. Candy & Conjectionery Stores 
22. Coffee Distributors 

31. Cosmetics & Beauty Preparation 
24. Cough & Cold Remedies 

41. Dairies & Dairy Products 

27. Dept. Stores (Ed. of a Giant) 

14. Drugs & Remedies 

43. Drug Stores 

49. Dry Cleaners & Laundries 

18. Electric Power Companies 

25. Electrical Appliances 

17. Farm Implements & Machinery 
46. Furniture & Home Furnishings 
19. Gas Companies 

47. Gasoline & Oil 

50. Groceries & Supermarkets 

10. Hardware & Building Supplies 


Number of copies 


PEAS AEA ET 


No. 
45. Home Building & Real Estate 
21. Insurance Companies 

8. Jewelry Stores & Manufacturers 
23. Men’s Clothing Stores 
29. Moving & Storage 
38. Newspapers & Magazines 

9. Nurseries, Seed & Feed 

35. Pet Food & Pet Shops 
40. Pre-fab Housing 

28. Restaurants & Cajfeterias 

16. Shoe Stores & Manufacturers 
11. Soft Drink Distributors 

13. Sporting Goods & Toys 
20. Telephone Companies 

48. Television & Radio Receivers 
39. Theatres 
37. Tires & Auto Accessories 
12. Travel, Hotels & Resorts 
32. Weight Control 
34. Women’s Specialty Shops 





Television Age 1270 Sixth Avenue, New York 20, N. Y. 


Please send me reprints (25c each, 20c in lots totalling 10 
or more) of the Product Group Success Stories checked: 


Number of copies 
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City Zone a 


(0 Please enter my subscription for TELEVISION AGE, for one year at $7. As a 
premium I will receive a copy of the Source Book of Success Stories which 
includes the second 15 of the above Product Groups. 
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Products (Continued from page 23) 


Keen, a drink similar to General 
Foods’ Tang, is out of the Nestle Co. 
Testing in a few western and south- 
ern markets, the product aims at 
teen-agers and is handled by Van 
Sant, Dugdale & Co., Inc., Baltimore 
—an instance of an advertiser ac- 
quiring a new agency to service a 
new brand. 

Not all new products come from 
the corporate giants or the $50-mil- 
lion agencies, of course. (Need we 
mention Lestoil?) A small brand can 
move out of local or regional distribu- 
tion via market-to-market spot, even- 
tually acquiring full national scope 
and network tv advertising. (New 
Matey bubble-bath powder for chil- 
dren is a recent example.) A look at 
some such hopefuls: 

Instant White Sauce, a food item 
from Prospect Enterprises, Inc., han- 
dled by the de Garmo, Inc., agency, 
and currently testing in upstate New 


York. 
Oven Stick Test 


Oven Stick, a cleaning product 
from an English firm—William Pear- 
son Co., tested this summer in New 
York via Fletcher Richards, Calkins 
& Holden. (Indicating the differences 
in budgets that can appear even be- 
tween new products from relatively 
small firms, Oven Stick could afford 
to hire top-talent Hermione Gingold 
for its spots, while above-mentioned 
Instant White Sauce turned to a low- 
cost Scrollfilm technique for its com- 
mercials. ) 

FRC&H, handling the Oven Stick 
introduction, must also be cited as 
bringing a “new product” into tele- 
vision, although the brand is new 
only insofar as tv is concerned. A-1] 
sauce, a Heublein, Inc., meat flavor- 
ing of some recognition after years 
of advertising in women’s service 
magazines, was treated as a new 
product by the agency in an effort 
to woo it into video. A four-market 
spot test of minutes produced “phe- 
nomenal” results, and the fall budget 
goes virtually 100 per cent to par- 
ticipations on all three networks. Why 
network after a successful spot test? 
“Because spot in all the markets 
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Tv and the Law 

The American Bar Associa- 
tion’s Committee on Profes- 
sional Ethics has released a 
formal opinion that judges may 
not appear on commercially 
sponsored programs simulating 
trials or court proceedings. 

The committee ruled, how- 
ever, that it is proper for 
lawyers to appear on such pro- 
grams as long as they are not 
identified as lawyers but merely 
by name as “actors or per- 
formers.” 

In general, the opinion stated 
that no judge or lawyer should 
appear on any television or 
radio program, commercial or 
non-commercial, unless it con- 
forms to the “proper standards 
of the bench and bar.” Both 
lawyers and judges may appear 
and be identified by name and 
occupation if the program is 
produced under the sponsor- 
ship of or with the assistance 
of bar associations. This would 
usually apply to informational 
programs for which stations 
provide free public-service time. 

A further ruling was that 
simulated courtroom produc- 
tions should always make clear 
that the programs are not ac- 
tual trials. James L. Shepherd 
Jr., chairman of the committee, 
said that the opinion was de- 
signed to deal particularly with 
commercial programs of this 


type. 











we're covering would be too expen- 
sive,” said an agency executive. 
“Magazines were used before because 
tv was too expensive, but the recent 
network moves toward flexibility have 
resulted in costs that can be met. 
Additionally, we’re getting the serv- 
ices of the ‘personality kids’-—Bill 
Cullen, Bud Collyer and others.” 
Moving further away from the 
food and drug fields, television test- 
ing is encountered for such new prod- 
ucts as a staple-tacker from Swing- 
line, Inc., and Ko-Rec-Type from 
Eaton Allen Corp. The former, han- 


dled by Al Paul Lefton Co., Inc., is 
using five markets this fall in an 
eight-to-10-week spot test budgeted 
around $100,000. The latter—a meth- 
od of quickly correcting typing errors 





—has hit upon an in-and-out use of 
spot in markets where dealer distribu- 
tion is sought. Reiter-Ross, Inc., the 
Ko-Rec-Type agency, reports excel- 
lent results thus far. 





Nobody Knows? 
Illustrating the secrecy sur- 
rounding new-product tests, a 
Whitehall spokesman declined 
to discuss Painquellizer with an 
interviewer 





but suggested a 
rival firm be contacted. “They 
have a new product,” he said, 
naming an item the rival con- 


siders “top secret.” 











A run-down on the hundreds of 
new products currently testing—or 
about to test—in tv would have little 
purpose, especially if we recall that 
only five or 10 of a hundred will 
emerge from their incubations and 
produce video billings affecting more 
than a few stations in a few care- 
fully Adversely, 
such a might stir im- 


selected markets. 
run-down 
patience, a hunger for added billings 
that would not be fulfilled for months 
or years. For the process of moving 
a new product from the laboratory 
to the national market is a slow and 
arduous one. 

Perhaps the most recent product to 
make the trek is Knorr dehydrated 
soup, a new brand name that will 
become familiar to housewives in the 
eastern and midwestern parts of the 
country within the next few weeks— 
and to the nation as a whole early 
next year. The Knorr story could 
well serve as a documented example 
of the methodology, the tribulations 
and the calendar followed in premier- 
ing a new product. 

Corn Products Co. acquired a con- 
trolling interest in C. H. Knorr Co.— 
a 123-year old Swiss and German 
“firm—in 1958, assuming soon after 
there would be U. S. appeal in a 
brand name long famed in Europe 
(where it’s pronounced “kuh-nore”). 
(Continued on page 55) 
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TELEVISION AGE 


umping into the expanded-break 
fray, the Center for Research in 
Marketing, Inc., Peekskill, N. Y., has 
come up with data purportedly prov- 
ing 20-second commercials to be more 
effective than 40- or 60-second an- 
nouncements, 

“Intrinsically,” said president Wil- 
liam Capitman, reporting on nine 
studies conducted by the Center, “the 
20-second commercial can communi- 
cate more forcefully in relationship 
to the time spent than can the 40- or 
60-second commercial. That is, you 
do not get twice as much communica- 
tion by doubling the length of the 
commercial time. As a matter of fact, 
in the 40- or 60-second commercial, 
points which are of relatively small 
importance in influencing the con- 
sumer’s purchase decision tend to be 
‘over-communicated.’ 

“As a general rule, the 20-second 
commercial will not contain more 
than three or four copy points, where- 
as the 40-second commercial may 
contain as many as 12. The con- 
sumer will perceive more of the points 
in the longer commercials, but the 
points perceived and remembered 
tend to be the ones that are less im- 
portant in inducing a purchase de- 
cision.” 

In 20's, on the other hand, ex- 
plained the researcher, viewers tend 
to fix upon the copy points which are 
of a high degree of importance to the 
success of the sales message. 

A “communications effectiveness 


index” (CEI) was developed by the 


September 4, 1961 


a review of 
current activity 
in national 
spot tv 


Center for analysis of commercials 
exposed to a panel via closed-circuit 
tv. Sample results from some of the 
studies in which the CEI for a 20- 
second commercial was matched 
against that for 40- and 60-second 
versions were: 
20 40 60 
Product A 71 82 73 
B 78 84 84 
Cc 84 90 89 
D 69 77 78 
With a score of 100 as the maxi- 
mum CEI (indicating that the com- 
mercial is doing exactly the job it is 
intended to do), it can be seen that 
the 20-second version is outranked 
by the longer commercials—but the 
difference is minimized when the 
much lower cost of the 20 is con- 
sidered. 


ree 





At EWR&R, New York, media direc- 
tor Marv Richfield oversees buying 
activities for a variety of accounts, 
including video-active Dutch Masters 
Cigar Co. 





REPORT 


worried 
about a loss of effectiveness of a 20- 
second commercial that is bracketed 
with another 20 in a 40-second break 
(whereas the 20 had dominated an 
ID previously in the 


For those advertisers 


30-second 
break), Mr. Capitman reported on 
an analysis of “piggy-back” an- 
nouncements in which 60 seconds are 
divided into a 20-second segment for 
one product and a 40-second segment 
for another. “Even in this situation,” 
he said, “there does not appear to be 
a loss of effectiveness for the 20- 
second commercial in any way 
equivalent to the time factor. The 
danger lies in the interrelationship 
between the products. If one is more 
interesting, more important or more 
exciting to the consumer, whether or 
not the product is in a 20-second or 
10-second portion, what is said about 
it will tend to dominate the viewer's 
entire response to the commercial.” 

In other words—if you have an in- 
teresting product and an interesting 
commercial, time is relative. 

Among current and upcoming spot 
campaigns from advertisers and 
agencies across the country are the 
following: 


AMERICAN OIL COMPANY 
(D’Arcy Adv. Co., Chicago) 


A repeat of last fall’s campaign is planned 
again for this firm’s heating oil in all 
major northern mid-west markets. Night- 
time minutes are to be used in light 
frequencies for three weeks from a start 
later this month. Ed Theobald is the 
timebuyer. 


September 4, 1961, Television Age 43 








“Charlotte's WSOC -TV 
really beefed up sales 
for Bunker Hill” 
—Edward Acree, CW&A 





EDWARD ACREE, Vice Pres. 
Cargill, Wilson and Acree, Inc. 
Richmond, Charlotte 


“With a station like WSOC-TV, and a 
product like Bunker Hill Canned Beef, 
our heavy two-year tv schedule could 
really beef up sales. And it did. Today, 
Charlotte is one of the two biggest mar- 
kets for Bunker Hill Canned Meats.” 


Take a good commercial about a good 
product, and schedule it on WSOC-TV. 
Your sales results are bound to be 
successful. WSOC-TV serves America’s 
19th largest tv market. Sells it, too. 
Carolina viewers know they can look 
at WSOC-TV for the best program- 
ming available. That’s why you get 
more for your advertising money on 
WSOC-TV ... one of the great area 
stations of the nation. 


WSOC-TV 


CHARLOTTE $— NBC and ABC 
Represented by H-R 


Associated with WSB and WSB-TV, Atlanta; 
WHIO and WHIO-TV, Dayton 
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AMERICAN SNUFF CO. 
(Simon & Gwynn, Inc., Memphis) 
At issue date this firm returns to its 
primarily southern markets with new 
schedules of nighttime minutes. Length of 
the campaign is seven to 13 weeks, depend- 


‘ing on the market. Agency partner H. N. 


Gwynn is the contact. 


AMERICAN SUGAR REFINING 
co. 

(Ted Bates & Co., Inc., N. Y.) 

As it’s done for the past several years, 
DOMINO sugar gets a fall campaign under 
way at the first of next month, with day and 
night filmed minutes and 20’s running 

in approximately 25 top markets. The 
schedules will carry into the pre-Christmas 
holidays. Gerry Van Horsen is the time- 
buyer. 


BEST FOODS 

Div. Corn Products Co. 

(D-F-S, New York) 

A good-sized group of major markets starts 
about 13 weeks of day and late-night 
minutes for NUCOA late this month. Some 
prime-time 20’s will also be employed. Joe 
Campion is the timebuyer. 


BLOCK DRUG CO. 


(L. C. Gumbinner Adv. Agency, Inc., 
a : 

Moving into spot more strongly this winter 
than in previous years, REM cough syrup 
next month begins a 13-20-week campaign 
in roughly 25 major markets. Day and 
late-night minutes will be used, Al Sessions, 
assisted by Tessa Allen, is the timebuyer. 


BRILLO MFG. CO. 
(J. Walter Thompson Co., N. Y.) 


Continuing as it’s been doing for the past 
year-or-so, BRILLO bolsters and fills in its 
network schedules with spot placements 

in selected markets. About 10 areas get new 
runs of primarily daytime minutes next 
week to carry through November. Byron 
Chandler is the timebuyer. 


BRISTOL-MYERS CO. 
(Young & Rubicam, Inc., N. Y.) 


Plenty of activitiy here on the long-familiar 
name of SAL HEPATICA and the new 
one of EXCEDRIN. Fall schedules on S-H 
get under way at issue date in about 50 
major markets across the country, with day 
and late night minutes running for 13 
weeks. The new analgesic gets its full-scale 
national introduction going at the first of 
October, with day and night minutes set 

to run 52 weeks in roughly 100 markets. 
Bill Dollard places for Sal Hepatica, 
Tom Viscardi is on Excedrin. 


BROWN & WILLIAMSON 
TOBACCO CORP. 
(Ted Bates & Co., Inc., N. Y.) 


Along with several of the other tobacco 
firms, B&W set 52-week schedules for its 
various brands in a select group of major 
markets. Filmed minutes and 20’s got under 
way late last month. John McCormack is 
the buying contact. 


BUTTER-NUT FOODS CO. 
(Tatham-Laird, Inc., Chicago) 


Having run through the summer in a 
number of its markets in the east-of-the- 
Rockies area handled by this agency, this 
coffee returns at the middle of the month 


[ Remarkable 


" BELON 
on 





Pat George handles broadcast buying 
for a “special group” of accounts at 
Norman, Craig & Kummel, Inc., New 


York. 


for another eight weeks, using primarily 
minutes and 20’s, with a few ID's, in day 
and night slots. Jim Spero is the buying 
contact. 

CHUN KING FOODS 

(BBDO, Minneapolis) 

A three-week national drive on this proces- 
sor’s line of Chinese-type foods starts the 
middle of the month, with day and night 
minutes purchased on five-six and 10-12 
plans in each market. Betty Hitch is the 
timebuyer. 


(Continued on page 48) 
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The Buyer Talks About... 
PICKING THE SEASON’S HITS 


We’re all taking chances right now. We’re all trying tc .nether 
that October schedule should go next to an established show from last 
season, or near a newcomer that could be a big smash. You can study 
the fall schedules all day, see all the pilots around and read all the 
blurbs you can find—but it still comes down to a personal judgment as 
to what the viewers are going to do. For what it’s worth, here’s one 
buyer’s scratch-sheet on the new programs [for a program man’s predic- 
tions, see Viewpoints, page 31—Ed.] : 

Follow the Sun. A miss. Hawaiian Eye is already doing the job. 

Bus Stop. Possibilities, but it won’t pull the ratings from General 
Electric Theatre and Bonanza. The western will do well in its new slot. 

Car 54, Where Are You? No hope. It will die opposite Sullivan. 

Ben Casey. This one will go. It’s a new field for tv right now, and 
Medic did well for a while. (NBC’s Dr. Kildare looks good, too, and 
has a well-known name going for it. Will viewers take to two medical 
shows, though? ) 

Window on Main Street. Ivll get a 12 or 15, and that’s not enough. 

87th Precinct. Should go, drawing from Surfside 6, which has had it. 

Calvin and the Colonel. If it’s enough like Flintstones, it'll make it. 

The New Breed. Uh-uh. Dick Powell will take this one easily. 

Dick Van Dyke. Not against the second half of Laramie. 

Ichabod and Me. Powell will take this one, too. 

Cain’s 100. Not bad and should do all right for itself. Might be The 
Untouchables of the season. 

Steve Allen. He has fans, but the country will be with Wagon Train. 

Top Cat. Even this one has more of a chance than Allen. 

Mrs. G. Goes to College. Como will stop this one. 

Joey Bishop. He’s likable, but the view here is a little leery—par- 
ticularly with the Checkmate opposition. 

Bob Newhart. Naked City makes this one rough, and the U. S. Steel/ 
Circle Theatre parlay makes it rougher. Newhart is great to listen to on 
discs: will seeing him make him funnier? 

Margie. Who needs more roaring °20s? Take The Investigators. 

Frontier Circus. Ivll be all right. It’s not up against anything. Out- 
laws? Ozzie and Harriet? Donna Reed? They’ve got viewers, but a new 
show will intrigue even them for awhile. 

Dr. Kildare. See Ben Casey above, and Kildare’s got competition in 
the Real McCoys/My Three Sons combination. 

Hazel. Who’s Shirley Booth? 

Straightaway. Needs plenty to take anything from Rawhide. 

The Hathaways. Great for a week, but how long can you take monkeys? 

Target: Corrupters. Should go. Follows an hour show, and both CBS 
and NBC have public-affairs ventures in its second half-hour. 

Father of the Bride. Dinah and the 77 Sunset Strip boys have strong 
followings. But has a chance with Route 66 lead-in and teen-age fans. 

The Defenders. This one looks good. Following Perry Mason and 
before Paladin, it’s got weak competition in Beaver and Tall Man. 

NBC Saturday-night features. If they can show Gone With the Wind 
every week, they've got it made. But they're not going to grab viewers 
away from seeing the second half of Defenders. More will stick around 
for Have Gun and a good part of Gunsmoke, switching to the movie's 
last half-hour or so, particularly if it’s a big one that was previously 
seen by everyone in theatres. 
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IN THE NATION’S 
46th CITY* 


In El Paso more people keep 
up with the changing world 
by viewing KROD-TV 
News. ** 


KROD-TV News reaches 
more audience than the other 
two station’s total news au- 
dience combined! 


If your sales message is 
“‘news worthy’’ you'll reach 
more of the Nation’s 46th 
city and its trade area of 
West Texas and New Mexico 


KRODoTV 


*Sales Mgmt Survey of Buying 
Power, May, 1961 
**ARB, Mar., 1961 


BUY 


to sell West Texans... 
Get 34% of New Mexico to boot 
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STATION 
KROD.-TV KVII-TV KOSA-TV 


EL Paso AMARILLO «© ODESSA MIDLAND 


© 


nel STATIONS /4 WATIONAL REPRESENTATIVE 
Seeum MARKETS, THE BOLLING COMPANY, INC. 
Jack C. Vaughn, Chairman of the Board 


il L. Trigg, President 
George C. Collie, Nat. Sales Mgr. 
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ASSIGNMENT: UNDERWATER 


WRESTLING 


OPEN END WITH DAVID SUSSKIND 


SANDY BECKER SHOWS 





PM EAST & PM WEST 


POWERHOUSE 1961! 


audjence-wi 
most pop 


WNEW-TV. ChannelS 


*wNEW-TV reaches 100% of N.Y. market in a 4-week period. (Special Arbitron Study) 
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WJAC-TV 
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THEY BUY 








When you advertise your product on 
WJAC-TV, you can be sure people 
see it... . and they'll buy it, too! Both 
ARB and Nielsen show WJAC-TV to be 
the number one station in the Johns- 
town-Altoona market, but statistics 
don’t buy products . . . . people do! 
WJAC-TV clients know that WJAC-TV 
gets action, turning viewers into 
buyers. If you’re after people . . . pur- 
chasing people . . . pick WJAC-TV! 


For Complete Details, Contact: 


HARRINGTON, RIGHTER 
AND PARSONS, INC. 


New York Boston Chicago Detroit 
Atlanta Los Angeles San Francisco 








JOHNSTOWN - CHANNEL 6 
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GENE GREALISH, who joined Young 
& Rubicam two years ago and has 
most recently been timebuyer on 
Bristol-Myers, was named a media 
supervisor at the agency. TOM VISCAR- 
pi took over buying duties on Ex- 
cedrin; BILL DOLLARD handles Sal 
Hepatica. 


JOEL DAVIS, media manager of the 
New York office of Ketchum Mac- 
Leod & Grove, was named media 





MR, DAVIS 


supervisor of the Boyle-Midway di- 
vision of American Home Products 
at Ted Bates. 


LARRY REILLY, timebuyer on Col- 
gate-Palmolive at Ted Bates, moved 
to Advertising Time Sales, the re- 
cently formed rep firm. 


KAY CAMERON, formerly an execu- 
tive assistant in the tv-radio depart- 





Personals 


ment of Gardner Advertising, St. 
Louis, was named media director for 
Storm Advertising, that city. 


RICHARD E, FISHER was appointed 
tv-radio director for Winius-Brandon, 
St. Louis. He was formerly a chief 
timebuyer for Campbell-Ewald, De- 
troit. 


FRANCIS G. MCCARTHY, previously 
an assistant buyer on the American 
Chicle account at Ted Bates, joined 
Q.B.A, Advertising Bureau as a time- 
buyer for bakery accounts. 


JACK LEVINS moved from assistant 
timebuyer on Standard Brands to the 
same position on American Chicle 
at Ted Bates. 


BILL FERGUSON rejoined Y&R as a 
general media buyer after having 
moved to SSC&B about two years 
ago, where he worked on the Lever 
and Sperry & Hutchinson accounts, 


among others. 


JOHN FENTON, formerly media buy- 
er on P&G’s White Cloud at Dancer- 
Fitzgerald-Sample, became assistant 
account executive on the product. He 
works under WALTER TEITZ, who 
moved up from assistant a/e to the 
title of account executive, with a new 
media buyer not yet named at press 


time. 


MARTIN RYAN, previously media re- 
search supervisor at North Advertis- 
ing, Chicago, was named assistant 
media director. 








Spot (Continued from page 44) 


COLORFORMS 

(Kudner Agency, Inc., N. Y.) 
Following a summer that was up 46 per 
cent in sales over that of last year, the toy 
firm is planning “the biggest tv schedule in 
its history” for fall. Continuing on Captain 
Kangaroo, the line of plastic stick-on toys 
and new Walt Disney art sets will be 
featured in a 40-market spot schedule, 
using saturation frequencies of kid-show 
minutes. Broadcast media supervisor John 
Marsich is the contact. 


J. H. FILBERT, INC. 

(Young & Rubicam, Inc., N. Y.) 

The middle of the month should see a new 
drive on MRS. FILBERT’S margarine and 
other products in about 15 markets 
regularly used. Filmed minutes in day 

and night slots run 10 weeks. Gene Camoosa 
is the timebuyer. 


FILICE & PERELLI CANNING 
co. 

(Botsford, Constantine & Gardner, 
Inc., S. F.) 


(Continued on page 50) 





When you buy 


KCTV, SAN ANGELO 


@ San Angelo 


YOU ARE BUYING 
THE FASTEST GROWING 
MARKET IN WEST TEXAS 


© F xa, san ancro A 
J. HARLEY HUBBARD, GEN. MGR. 


Represented by 
VENARD, RINTOUL & McCONNELL, INC. 
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hen is buying on one account 
like buying on 100 accounts? 

Sam Glickman, head timebuyer at 
Q.B.A. Advertising Bureau, answers 
that even though he places spots for 
one product—bread—the different 
problems and campaigns in each of 
150-175 markets used make the one 
account seem like many. 

Quality Bakers of America is a 
cooperative with a membership of 
100 independent bakers in widely 
scattered markets. “Each of these 
bakers wants someone working with 
him who is familiar with the local 
operation and its particular prob- 
lems,” said Mr. Glickman. “At 
Q.B.A., we have the opportunity to 
get out and study the market and 
make a complete media analysis of 
it. 

“Our television activity is pre- 
dominantly spot,” Mr. Glickman ex- 
plained. “At one time we tried buy- 


SAM GLICKMAN 





work. We had the same problem 
ABC had swith 
couldn’t clear enough stations or the 
right times. We’ve found it’s best to 
milk the spot audience before we try 
local shows. 


Discovery—we 


“One of our buying philosophies is 
to place saturation tv in heavy flights 
in the spring and fall. I'd rather 
recommend two concentrated pushes 
than try to stretch a budget too thinly 
over 52 weeks, 


“Up until now we've bought main- 
ly daytime spots—heavy in the after- 
noon. Now we’re starting to switch to 
more nighttime buys because we're 
about at the point of no return in day- 
time in some markets—we’ve reached 
all the people we're going to.” 

Mr. Glickman, who joined the 
Quality Bakers “house agency” from 
DCS&S five years ago, thinks the 
main advantage he has over buyers 
in multi-account shops is that he can 
do more “in-depth media analysis of 
markets.” 

“In a bigger agency,” he said, 
“buying sometimes becomes mechani- 
cal after a while—I know they talk 
about ‘creative buying,’ but I’ve never 
heard a good definition of it. Here 
we get out in the field and are as con- 
cerned with research and analysis as 
we are with buying.” 

Mr. Glickman lives with his wife 
and two children in “what I like to 
call suburban Brooklyn” —the Marine 
Park area. 


ing a syndicated strip, but it didn’t 








*Charles John Stevenson, one of radio’s 
truly “old school” philosophers, humorists 
and salesmen, captures the early morning 
audience. Bill Edwardsen, named “‘Radio 
Man of The Year” in 1960 by the area’s 
most outspoken critic, follows with good 
music, humor and useful information. 


at WGY . i: difference 


m between being listened to WGY veteran, follows with 30 minutes 


Z of talk on everything from politics to 


pickles. Erudite Joe NRoulier fills the 
and just being heard is the 








balance of the morning followed by Don 
Tuttle’s award winning Farm Paper of 
the Air. The afternoon brings more of 
Joe and Bill followed by Herb Koster’s 
solid 15 minute sports report. Early 
evenings are in Leon Kelly’s capable 
hands with an unusual mixture of stories 
and music. Add to these the authority of 
weatherman, Howard Tupper; jazz ex- 
pert, Dave Kidd; concert host, Bob 
Stone; and news-in-depth reporter George 
Marriott, and it’s easily understandable 
why people in Northern New York and 
Western New England listen to WGY. 
This is personality programming. 92.2) 


810 KC, 


programming.* From sign on WG 50 KW 


A GENERAL ELECTRIC STATION 
to sign off....WGY sells. 





difference between selling 





and not selling. People listen 








to WGY for its personality 








ALBANY + SCHENECTADY - TROY 


Represented nationally by Henry |. Christal Company 
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Spot (Continued from page 48) 


A 26-week spot campaign—featuring a 
theme, “There’s more to your liking in 
F&P”—gets under way this month, with 
Los Angeles, San Francisco, Salt Lake City, 
Boise and other markets in northern 
California and Arizona utilized. Account 
executive Edward F. Walthers is the 
contact. 


GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N. Y.) 


Activity in a fair-sized group of national 
markets on POST’S TOP 3 cereal blend is 
slated next week, with filmed minutes 
running about eight weeks. Bob Gorby is 
the buying contact. 


th 
MARKET 








THE 


IN CONSUMER SPENDABLE — 
INCOME PER HOUSEHOLD" IS 


LIMA, OHIO: 


*Standard Rate and Data Service, Inc. 


WIMATV 


LIMA, OHIO 


NBC-ABC 
represented nationally by McGAVREN TV, INC. 


Elizabeth Beckjorden, 
Station Network Representative 





Buyers’ 
New Stations 


cusJ-tv-1 Bon Accord, N.B. (chan- 
nel. 6), is aiming for Sept. 15 as the 
date for its start as a satellite of 
cusj-tv St. John, N.B. (channel 4). 
The station will have a 5-kw Cana- 
dian GE transmitter and a 500-foot 
tower on a transmitter house south- 
east of Perth, N.B. It will operate as 
an unattended automatic repeater 
and will be sold as a bo ws to CHSJ- 
tv. Reps are Weed and All-Canada. 


Carlyle Lake, Sask. 
(channel 7), has an early Sept. tar- 


CKOs-TV-2 


get date for its operation as a satel- 
lite of ckos-tv. The station will use 
a 680-foot utility tower and will have 
a 2-kw RCA transmitter. George S. 
Skinner is technical director. Base 
hour is $175. Reps. are Devney- 
O’Connell and Stovin-Byles, Ltd. 


ckrT-Tv Riviere-du-Loup, Que. 
(channel 7), has changed its start- 
ing date as a CBC-TV French-lan- 
guage affiliate to Oct. 15. It will have 
a 5-kw Canadian Marconi transmit- 
ter, 170-foot Wind Turbine tower 
with 3-bay Alford antenna. Base hour 
$144. Reps: Young and Joseph A. 
Hardy. 


Kicu-Tv Visalia, Cal. (channel 43), 
expects to begin operations in early 
Oct. It will have a 12-kw GE trans- 
mitter. Owner: Norwood J. Patter- 
son. Chief engineer: Jim Ayers. Base 
hour and rep not set. 


KNbU Richland, Wash. (channel 
25), will operate as a semi-satellite 
of parent KNDO Yakima (channel 
23), an ABC affiliate. It has a 1-kw 
RCA transmitter and a _ 100-foot 
Stainless tower on a 2,200-foot hill 
south of Kennewick, Wash. KNDU 
will be sold in a combination with 


Check List 


KNDO at a $400 base hourly rate. 
Reps: Weed, Day-Wellington (Seat- 
tle) and H.S. Jacobson (Portland). 


KTPps Tacoma, Wash. (channel 62, 
educational), begins programming 
this month. It will use a 1-kw RCA 
transmitter and an RCA 12-gain an- 
tenna on a 450-foot tower. Studios 
will be in a vocational school in Ta- 
coma, Kenneth Williams is engineer 
and instructor in charge. 


weca-tv Columbia, S. C. (channel 
25), planned to be on the air early 
this month. It will use GE trans- 
mitter and studio equipment and will 
have a 348-foot tower. The station 
has purchased the site and building 
of wcos-tv which went off the air in 
April 1953. Chief engineer: Jamis 
C. Luttrell. Rep has not been chosen. 


Station Change 


KPAR-TV Sweetwater, Tex., in- 
creased power to 154-kw visual, 77- 
kw aural, 925-foot above average ter- 
rain, 565-foot above ground, 3,045- 
foot above sea level. 


New Representative 
wect-tv Wilmington, N. C., ap- 
pointed Select Station Representa- 
tives as its national sales representa- 


tives. 


Rate Increases 

CBS: 

KLz-Tv Denver, from $900 to $950, 
effective Aug. 15. 

WHIO-TV Dayton, from $1,150 to 
$1,225, effective Aug. 15. 

WMBpD-Tv Peoria, from $475 to 
$525, effective Aug. 15. 

wstv-tv Steubenville, from $550 to 
$625, effective Aug. 15. 
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Day-Wellington, 


KIFI-TV 


Now the exclusive NBC outlet for 
Idaho Falls — Pocatello 
Full Power — 316,000 watts on 


Chauuk § 


The Meeker Co. 
Portland e Robert Hix, Denver 


Seattle e H. 8, Jacobsen, 


GENERAL MILLS, INC. 
(Knox-Reeves Adv., Inc., 
Minneapolis) 

BISQUICK starts its fall campaign early 
next month in major markets across the 
country, but excluding the southeast. Day 
and night minutes aiming for a female 
audience will run for an undetermined 
period. Phil Archer is the buying contact. 


GILLETTE SAFETY RAZOR 
CORP. 
(Maxon, Inc., N. Y.) 


While a release went out from Gillette’s p.r. 
firm to the effect that a heavy promotion 

on the “World Series Encyclopedia” would 
involve “four tv spots weekly for two 

weeks in selected markets,” the activity 
represents merely a copy change in the 18 
spot markets Gillette has used since early 
this year. Scheduled to wind up this month, 
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WOC-TV 


WOC-TV 
AVANT-GARDE OR TRADITIONALIST? 
A lot of both, actually! 


There is need to pioneer and improvise — as WOC did 

in 1922 in the unexplored frontier of radio communications. 
There is need to adapt and refine and to improve as WOC-TV 
has done since 1949 with the advent of television. The new 
tall tower and new transmitter are further steps along the way. 


The thread that holds the old and the new together is SERVICE. 
SERVICE to the community in return for loyalty and attention; 
SERVICE to the advertiser by providing the audience. 





In its thirteenth year in television, WOC-TV provides 
these services through constant attention to programming 
and by providing the advertiser with a responsive audience 
and effective merchandising. 


For all the details, see your PGW Colonel today! 


Weave 


D. D. Palmer, President 
Raymond E. Guth, Generai Manager 
Pax Shaffer, Soles Manager 


Exclusive Nationol Representatives 
Peters, Griffin, Woodward, Inc 


THE QUINT CITIES / DAVENPORT * BETTENDORF * ROCK ISLAND * MOLINE * EAST MOLINE 
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the placements were extended until 
year-end. The company’s other video 
activity remains confined to various network 
sports programs. Charles O'Donnell is 

the timebuyer. 


GREAT WESTERN FOODS 
co. 

(Jack T. Holmes & Assoc., 

Ft. Worth) 

For its RANCH STYLE beans, this food 
processor has been running a summertime 
campaign in 27 major southwestern 
markets, along with introductory schedules 
in Denver, Memphis and Wichita. Filmed 
minutes in day and night prime-time 
periods are used, although the three new 


markets got some 20’s and ID’s in addition. 
Late this month the product moves into 

a second phase of its drive, using primarily 
radio for 10 weeks in the 27 established 
areas. Media manager Cleon Nettles is the 
timebuyer. 


GROVE LABORATORIES, INC. 
(Donahue & Coe, Inc., N. Y.) 


Joining the numerous cold-relief products 
moving in ahead of winter, 4-WAY opens 
schedules early next month in a large 
group of major markets across the country, 
with others to be added as the weather 
worsens. Filmed minutes, 20’s and ID’s will 
run through the winter. Beth Black is 

the buying contact. 





James Theiss has been promoted 
to vice president and general sales 
manager of Blair Television Asso- 
ciates. Prior to joining the repre- 
sentative in 1956, Mr. Theiss was a 





MR. THEISS 


timebuyer on General Foods and 
Procter & Gamble at Benton & 
Bowles. 

Gerry McGavick Jr., formerly 
NBC-TV senior sales service repre- 
sentative, has joined the New York 





MR. McCGAVICK 


television sales staff of Venard, Rin- 
toul & McConnell, Inc. 

James P. McCann has been ap- 
pointed a television account execu- 
tive at Peters, Griffin, Woodward, 





Rep Report 


Inc. Mr. McCann was formerly with 
Standard Rate & Data Service. 
Thomas J. White has been elected 
to the post of director of Avery- 
Knodel, Inc., expanding the board 
of directors to six rather than the 
five originally maintained. Mr. White 
and Roger O'Sullivan, previously 
Chicago vice president for radio, 
were elected to the newly created 
posts of senior vice presidents. 
Robert E. Newsham has been 
named manager of the Detroit office 
of Television Advertising Representa- 
tives, Inc. Mr. Newsham comes to 





MR, NEWSHAM 


TvAR after two years as sales mana- 
ger of wJz-tv Baltimore and two 
years as assistant sales manager of 
KYw-Tv Cleveland, 

Select Station Representatives has 
opened a Chicago office to service 
advertisers and agencies in the mid- 
west. Irwin W. Unger, previously 
with the Chicago office of Headley- 
Reed, Inc., is in charge, assisted by 
Joanne Borchardt. Select is also in 
the process of setting up sales offices 
in Los Angeles and San Francisco. 

John R. Callow has been appointed 
account executive in the New York 
office of Storer Television Sales, Inc. 
He was previously with the sales staff 
of CBS radio. 
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GROVE LABORATORIES, INC, 
(Gardner Adv., St. Louis) 


Hitting a large group of major markets 
across the country, BROMO-QUININE 
moves into spot in late October and early 
November to capture its share of the cold- 
relief market. Filmed minutes and 20’s 

in day and night slots will run into next 
March. Larry Zeman is the timebuyer. 


KEYSTONE CAMERA CO. 


(Bresnick Co., Inc., Boston) 

About the second or third week in October, 
this maker of cameras and projectors 

will open a fall campaign covering about 50 
top markets. In addition to spot place- 
ments, five-minute programs are likely to be 
used. The schedules will run five to eight 
weeks. Media director Bob Finnegan 

is the contact. 


KITCHENS OF SARA LEE, 
INC, 

(Hill, Rogers, Mason & Scott, Inc., 
Chicago) 


From the newly-named agency (previously 
the Windy City office of Cunningham & 
Walsh) comes a campaign in a limited 
number of national markets to introduce a 
new SARA LEE apple-’n-spice cake. 
Minutes and 20’s will be used for two 
weeks from an Oct. 1 start. Marian Manzer 
is the timebuyer. 


V. LA ROSA & SONS, INC. 
(Hicks & Griest, Inc., N. Y.) 
Returning to spot schedules this month, 
the maker of macaroni and spaghetti 
products, sauces and similar food items, 
will use day and night minutes for its adult 
brands, as well as kid-show minutes for 
juvenile-slanted things—ALPHA-MACS, 
SPACE WHEELS, etc. Selected major 
markets in the east and midwest—New 
York, Albany-Schnectady-Troy, Boston, 
Chicago, others—are used for eight-13 
weeks initially. Len Soglio and Bob 
O'Connell are the contacts. 


LIGGETT & MYERS 
TOBACCO CO. 
(J. Walter Thompson Co., N. Y.) 


Having officially taken over on the account 
only at mid-August, the agency wasted no 
time in placing spot schedules for 
CHESTERFIELD in a moderate-sized 
group of selected markets. The runs of 
night minutes, 20’s and ID’s get under way 
next week and continue until the end of the 
year. Frank Marshall is the buying contact. 


W. F. McLAUGHLIN & CO. 
(Earle Ludgin & Co., Chicago) 

For its regional MANOR HOUSE coffee, a 
small group of markets has been reportedly 
set by this firm to begin placements of 

20’s at the first of next month. The films 
will run until early December. Esther 
Andersen is the timebuyer. 


MILES LABORATORY, INC. 
(Wade Adv., Inc., Chicago) 
A new campaign on CHOCKS, the 
children’s candy-flavored vitamins intro- 
duced last year, kicks off Sept. 17. The 

~ schedules will continue in most areas 
through April 62. Fewer markets will be 
used than in the previous drive, with 
another switch being the use of live 
personality kid-show minutes, rather than 
full dependence on filmed spots. Andy 
Anderson is the buying contact. 
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Agency Adds 


Weston Elliot has joined Need- 
ham, Louis & Brorby, Chicago, as a 
tv-radio account executive. He was 
previously with Lennen & Newell and 
CBS-TV, both in Hollywood. 

Edwin Rooney, previously broad- 
cast supervisor at Erwin Wasey, 
Ruthrauff & Ryan, New York, was 
appointed director of the tv-radio 
and film department at L. W. Frolich, 
New York. 

Charles C. (Bud) Barry, vice 
president and director of tv-radio at 
Young & Rubicam, has been elected 
senior vice president. Also at Y&R, 
Norman Glenn was promoted from 
account supervisor to associate direc- 
tor of the tv-radio department. 


MINNEAPOLIS-HONEY WELL 
co. 


(Campbell-Mithun, Inc., 
Minneapolis ) 

As part of a five-market test campaign of 
its electronic air cleaners, this firm will 
use tv spot in Kansas City this fall. Other 
markets—chosen because of high air 
pollution—get various mixes of newspaper 
and radio advertising. Media director 
Harry Johnson is the contact. 


MOGEN DAVID WINE CORP. 
(Edward H. Weiss & Co., Chicago) 


Kicking off late in October and running 
through the Jewish holidays, MOGEN 
DAVID’s wine schedules will cover 50-60 
major metropolitan areas. Night minutes 
will be employed. Phil Kaplan is the 


timebuyer. 


NICHOLS INDUSTRIES 
(Aubrey Williams Adv., Inc., 


New Orleans) 

From this maker of toy cap pistols and guns 
comes a 13-week spot campaign in ap- 
proximately the top 25 U. S. markets. 
Filmed minutes, produced by Keitz & 
Herndon, Inc., get under way late this 
month in top-rated kid shows. Agency head 
and account executive Aubrey Williams is 
the contact. 


PHILLIPS-VAN HEUSEN 
CORP. 

(Grey Adv. Agency, Inc., N. Y.) 
That 125-market campaign on a new wash- 
and-wear shirt noted here June 26 as 
forthcoming for fall starts this week, with 
filmed minutes and 20's in day and night 
slots running for three to eight weeks, 
depending on the market. Jerry Rettig, 
assisted by Hank Tom, is the buying 
contact. 


PLOUGH, INC. 
(Lake-Spiro-Shurman, Inc., 
Memphis) 

Word here was that ST. JOSEPH ASPIRIN 
will return to a good-sized group of top 
markets early next month, with minutes and 
20’s in day and night slots running for 
18-21 weeks. Jack Callicott and Lucille 
Simmons are the timebuyers. 
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PURE OIL CO. 

(Leo Burnett Co., Inc., Chicago) 
Major national markets will receive new 
schedules of prime-time 20’s and non-prime 
minutes at the first of next month, with the 
placements continuing for 13 weeks. Ed 
Fitzmorris is the contact. 


SCHENLEY INDUSTRIES 
(Norman, Craig & Kummel, Inc., 
N.Y.) 

Having moved from another agency and a 
campaign where it placed its entire budget 
into tv in New York, DUBONNET wines 
are expanding into about five tv markets at 
issue date. Filmed minutes run for 13 
weeks (with radio also being utilized). Pat 
George is the timebuyer. 


SCRIPTO, INC. 
(McCann-Marschalk Co., Inc., 
Atlanta) 

Returning to spot (as noted here July 24) 
after a lengthy period in network, 
SCRIPTO pens and pencils get a back-to- 
school schedule under way at issue date 
in a selected group of top markets. Prime- 
time ID’s run for four weeks. Paula 
Ramsell is the buying contact. 


SEABROOK FARMS CO. 
(KHCC&A, New York) 

The SNOW CROP division of this frozen 
food firm hits about 15 important markets 
next week with a heavy campaign of 

ID’s only. The schedule will run for two 
weeks. Dorothy Glasser is the timebuyer. 


SUNBEAM CORP. 

(Foote, Cone & Belding, Inc., 
Chicago) 

Early next month, a new spot campaign on 
the SUNBEAM 555 electric shaver will 
get under way in roughly 25 national 
markets. Filmed minutes and 20’s will run 
for about six weeks, naturally aiming 

for male viewers. Pat Chambers is the 
timebuyer. 


TONI CO. Div. Gillette Co. 

(C. E. Frank, Inc., Chicago) 

At issue date, new schedules on the hair 
products handled by this agency (WHITE 
RAIN, TAME, others) kick off in about 45 
top markets, with minutes in day and 

night periods running six weeks. Mary 
Alice Crisafulli and Pat Burke are the 
buying contacts. 


VICK CHEMICAL CO. 

Div. Richardson-Merrell, Inc. 
(Morse International, Inc.) 

With the company’s Double-Buffered Cold 
Tablets and other products noted here 

last issue as setting up fall-winter sched- 
ules, activity is also on for VAPORUB and 
various brands handled by this agency. 
Filmed minutes in a large number of major 
markets will start early next month for 

a pair of 10-week flights over the cold- 
weather period. Mary Ellen Clark is the 
timebuyer. 


WHITEHALL PHARMACAL 
CO., Div. American Home Pro- 
ducts Corp. 

(Ted Bates & Co., Inc., N. Y.) 

At issue date, ANACIN hits a fair-sized 
group of selected markets with new place- 
ments of nighttime minutes for a fall push. 
Jack Scanlon is the timebuyer. 
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Products (Continued from page 42) 


More than two years elapsed before 
the Americanized version (minus the 
“kuh”) was ready for the super- 
markets. 

The initial step in a seven-point 
program, said Aaron Strauss, man- 
ager of the market research depart- 
ment at the Best Foods division of 
Corn Products, was an over-all study 
of the soup market. [Among facts 
testifying to growth potential in the 
field are that the sales increase for 
soup during the last decade was 
about 60 per cent higher than that 
for all foods combined, that Lipton 
(the chief name in dry-soup sales) 
has shown a soup-sales increase for 
each of the last 20 years and that 
Campbell, Heinz and Lipton account 





Tv’s Hammerlock 


While live wrestling has long 
passed its heyday as a staple 
of tv programming, the Mad 
Maulers and Hungarian Strang- 
lers still ply their trade each 
week before a flesh-and-blood 
audience of 300 in the studios 
of wuc Pittsburgh, and be- 
fore thousands more who tune 
into the station’s “rasslin’ 
show.” Behind three years of 
these educational (“learn how 
to throw a match without you 
not getting hurt yourself”) and 
dramatic (“see the world’s 
greatest actors”) presentations 
is the local American Heating 
Co. 

As sponsor, American reports 
about 100,000 people have 
visited its showrooms since the 
program first aired to pick up 
free tickets for the live tele- 
casts. Lines for ringside seats 
often form outside the studio at 
noon, although the doors aren’t 
opened until six p.m. So 
popular has the program be- 
come that a tv-promoted wrest- 
ling show at Forbes Field 
brought out 10,000 fans and 
a $50,000 gate. (A similar pro- 
gram minus tv backing had pre- 
viously drawn 800 spectators. ) 














for 98 per cent of U. S. soup sales, 
with Campbell perhaps holding near- 
ly three-quarters of the total volume. } 
“The study was also aimed at finding 
gaps in the consumer market,” said 
Mr, Strauss, “gaps that could be filled 
with a new product.” 

Step number two, it was explained, 
was designed to crystallize basic 
strategies—to determine who would 
be most “vulnerable” to the product’s 
appeals, and how to perfect those 
appeals to peak efficiency. As the 
initial market study would have 
shown that the dry-soup field had 
declined from 7.2 per cent of the 
market in 1950 to 5.3 per cent in 
1960, Knorr strategy obviously was 
founded on the idea of widening the 
soup market, rather than depending 
on a mass shift from canned or rival- 
dry-brand users. Hence, it was early 
decided to promote Knorr to host- 
esses and young marrieds of the type 
who would want a quality product 
at a “little more” price, and who 
would be intrigued by the soup’s 
European background. 


‘Concept Research’ 


While this “concept research” was 
being conducted, Best Foods tech- 
nicians were working with. Knorr 
chef Walter Obrist to revise the taste 
of his product to suit the American 
palate. The identical flavor, it was 
felt, that had helped Knorr reach an 
annual volume of $90 million in 
Europe and that was regularly pur- 
chased by a small group of Con- 
tinental travelers in U. S. gourmet 
shops, would be too different for the 
nation as a whole. (Probably it was 
thought some of the kinds of soup 
alone—cream of leek, smoky green 
pea—would appear exotic enough.) 

Step three, once the products were 
perfected to suit the tastes of Mr. 
Obrist and his domestic counterparts, 
was a series of small-scale consumer- 
reaction tests. Further product modi- 
fications resulted, with step four—a 
large-scale test conducted by the 
Home Testing Institute of Port 
Washington, N. Y. and involving 10,- 
000 families—following to insure a 
European-originated soup that had 
been Americanized “without ever 
losing its gourmet quality and taste 





Charles J. (Chuck) Lipton, local tele- 
vision sales manager of WTOC-TV-AM- 
FM Savannah, Ga., has been promoted 
to the position of vice president of the 
stations. Mr. Lipton has been with 
Savannah Broadcasting Co., Inc., for 
eight years. He will continue to direct 
all of wroc-Tv’s local tv sales efforts. 





appeal”—in the words of Robert C. 
Wheeler, Corn Products vice presi- 
dent for operations. 

Packaging research formed the 
next step in the lengthy Knorr story. 
Some 40-50 box designs were nar- 
rowed down to two—one prepared by 
Forbes Lithograph Mfg. Co. showing 
a copper pot behind a still-life of 
vegetables and soup ingredients, the 
other design from another packaging 
firm showing a steaming bowl of 
soup. As no marketing man worth 
his salt flips a coin to choose between 
alternatives, both packages were 
given to the Center for Research in 
Marketing, Inc., Peekskill, N. Y., 
for consumer tests not only against 
each other, but against the packages 
of competitive brands. 


Package Tests 


Rather than testing for only such 
abstractions as “impact” and “at- 
tractiveness,” the Best Foods studies 
involved efforts to determine which 
package best projected the qualities 
the company felt should be inherent 
in the product itself. Among these 
were such ideas as “high quality,” 
“fresh ingredients,” “European ori- 
gins” and “ease of preparation.” A 
large and representative sample was 
scored on a variety of reactions to 
each package, and then each respon- 
dent was tested for subconscious and 
emotional bias toward the packages 
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Martin Connelly, national sales manager for KTLA Los Angeles, points out a 


facet of the station’s new evening schedule at a fall presentation, “Declaration 
of an Independent,” in the New York headquarters of Peters, Griffin, Woodward, 
Inc. Paying close attention are (I. to r.) David Tedlow, Parkson Adv. media 
assistant; Edward Coughlin, PGW account exec; Martha Thoman, JWT time- 
buyer, and Herbert Gruber, Parkson media director. 





in an audio-visual test. 

For this part of the survey, respon- 
dents were fitted with earphones and 
heard a pair of conflicting words 
(flavorful — bland, heavy — light, 
easy-to-make hard-to-make, etc.) 
simultaneously—one word fed into 
the right ear, the other into the left. 
With each word-pair, a package was 
displayed to the respondent via a 
“tachistoscope.” a machine flashing 
the box briefly into view. (Experi- 





ment has shown viewers hear only 
one of the pair of words while look- 
ing at the box, the one most suggested 
by, or applicable to, the package be- 


ing seen.) 


Million-Dollar Order 


By mid-1960, the soup-ingredients 
package had been chosen as most 
suitable to the Best Foods purposes 
and the first of what is now a $1- 
million packaging order had been 
placed at Forbes and at Reynolds 
Aluminum Co. (for metallic inner 
pouches to keep the dry ingredients 
moisture-proof). That million dollars 
will produce quite a few million pack- 
ages at two-and-one-half cents per. 

During the fall and early winter 
of last year, Best Foods and Dancer- 
Fitzgerald-Sample, Inc., huddled on 
advertising plans and the selection of 
test markets. As noted in the test- 
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markets article cited earlier, Best 
Foods marketing director J. M. Volk- 
hardt said the fact that Knorr soups 
were not being produced in this coun- 
try until recently necessitated the 
company using test areas that (after 
meeting the usual requirements of 
isolation and media mix) were near 
existing warehouses from which the 
product could be shipped after being 
imported from Europe. 


Quality Commercials 


Eight weeks of valuable time went 
into the production of three one- 
(and one 20- 
second cut-down version) at Lew 
Pollack’s Tele-Video Productions, 
with D-F-S producer Ernie Pittaro 
supervising the films. “No particular 
problems were encountered,” he said, 
“other than the usual hundred or so 
that you run into when you do a job. 
They're quality commercials: the 
company always gives you a good 
budget to work on, and the agency 
goes after the best.” 

(Following the same theme used in 
full-color print ads, “Take a kettle 
cruise of Europe,” the filmed spots 
open with a throbbing steamship 
whistle or clanging bell and are 
replete with atmosphere shots of 
Paris, Venice, Rome and the Alps. 
A “blue back” matte process is used 


minute commercials 


to transport a happy family of Knorr- 
eaters from the dining room to a 
mountainside table between spoon- 
fuls. “The effect,” notes producer 
Pittaro—who frowns on most of the 
“new, revolutionary” gimmick tech- 
niques in picture-making—‘is inter- 
esting, simple and heightens the 
European idea without calling atten- 
tion to itself.”’) 

After the execution of the adver- 
tising had been tested, agency and 
client were prepared for the seventh 
step: actual test marketing. In Janu- 
ary of this year Knorr became avail- 
able to shoppers in Syracuse, Dayton. 
Columbus and Providence. Spot tv 
was used in all markets; heavy sam- 
pling promotions in two, and cou- 
poned newspaper ads in two others. 
Spot schedules averaged 15-20 min- 
utes weekly per market. 


Impressive Results 


Early results were impressive 
enough to cause Best Foods to press 
completion of a multi-million-dollar 
soup plant in Illinois. (The plant, 
with production lines controlled by 
“electronic brains,” began operations 
in July.) By the time the six-month 
tests concluded, it was decided to 
drop the sampling procedure in 
future markets in favor of relying 
on tv, backed by regional magazines 
and Sunday supplements. 

The first stage of the national kick- 
off late this month will see spot sched- 
ules and daytime network participa- 
tions covering 58 markets for 13 
weeks, with regional cut-ins on Corn 
Products’ Dennis the Menace and 
Red Skelton shows. Reportedly hav- 
ing spent under $14-million for its 
test efforts, Best Foods is believed to 
have $3-4 million budgeted for the 
coming year’s advertising on Knorr. 

As might be expected, the jump 
from test market to full-scale intro- 
duction was not accomplished with- 
out slight delays. Another six weeks 
of film-making were required to 
tighten up the original commercials 
and make adjustments for legal tech- 


~nicalities (“chicken and noodle,” for 


instance, became “chicken noodle” — 
“only the lawyers know why,” said 
one amused bystander). A series of 
new-product parties was held for Best 
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Foods distributors, salesmen, home 
economists, food editors and the like. 
Earlier discoveries in the test markets 
had resulted in minor copy changes, 
such as strengthening the point that 
the soup—while originated overseas 

-is 100-per-cent American made. 

Two-and-a-half years from concept 
to national introduction might seem 
to the unitiated a considerable length 
of time, but Knorr actually had much 
going for it that enabled it to speed 
up its test efforts. 

Firstly, it was not a completely 
new product, but one that had been 
long successful in Europe and was 
the most popular brand of soup in 
England. Secondly, it had had new 
product experience in recent years 
through having opened markets in 
Brazil, Argentina and other countries. 
Thirdly, it was brought out not by a 
newcomer in national marketing, but 
by a large firm with full distribution 
and previous new-product experience. 
(Corn Products currently has a 
number of other products in the food 
and household-cleaning areas in test 
stages. ) 


The Odds Are High 


Obviously not all new products can 
come into the marketing fray with 
such a background. The less previous 
experience, the less distribution, the 
less money for advertising expendi- 
tures—the more likely it is for a new 
name to take longer getting off the 
ground. On the other hand, of course, 
it’s possible for a truly new item that 
fills a real consumer need to capture 
a market’s fancy—without extensive 
product testing, tachistoscoped pack- 
aging tests, expensive commercials 
and revisions—and become the kind 
of “overnight” sensation that takes 
only a couple of years to achieve. 

The odds are high, better than 10 
to one against success, but they're not 
high enough to discourage the cor- 
porations looking for new ways of 
building volume. And_ television, 
many have found, has certain ad- 
vantages over other media: one, it 
can sell more effectively in numerous 
instances, and, two, it can—because 
of its speed in disseminating com- 
mercial impressions—provide high- 
speed results of success . . . or failure. 


Reeves (Continued from page 25) 


Mr. Reeves, who is a big man, did 
not rush to the defense of his little 
book when it was so sorely set upon 
by the critics. Busy with many other 
matters at Ted Bates, he kept the 
storm outside his spacious corner of- 
fice behind the dark, sun-proof glass 
of 666 Fifth Avenue. 

The major heresies of which Mr. 
Reeves has been accused in recent 
months are: 

1. The book is against originality. 

2. The book says, “Take one single 
selling claim and hammer it home 
repeatedly.” 

“Read the book,” Mr. Reeves re- 
peated in a recent talk in his office. 
“The book does not say that I am 
against originality. I only define it, 
I do not damn it. 


Originality Definition 


“The book attempts to tell what is 
the wrong definition of originality vs. 
the right definition of originality. If, 
sir, you will re-read chapter 29, you 
will find that it is not against origin- 
ality . . . it simply says that the 
wrong definition of originality has 
ruined many advertisers. 

“You will find that the book praises 
highly David Ogilvy’s campaign for 
Hathaway shirts and mentions his 
campaign on Commander Whitehead 
as the correct use of originality 
which implements copy. It damns 
only originality which does not im- 








Saul Rosenzweig has been appointed | 
vice president and general manager 
of KPLR-Tv St. Louis. Previously Mr. | 
Rosenzweig was vice president and | 
general sales manager of WLOS-TV 


Asheville, N. C. 


At WSAZ-TV 
the weather is 
now as 
predictable as 
the dominance! 


7’ 





@ The strange-looking object in the pic- 
ture is a radar weather scanner. It’s part 
of the most accurate weather forecasting 
apparatus in existence today, and is now 
in operation at WSAZ-TV. Add this in- 
novation to its already long list of ex- 
clusive viewer services, and you know 
why WSAZ-TV will continue to be the 
overwhelmingly dominant station in this 
great 72-county market. 


@ Yes, you can count on WSAZ-TV’s 
leadership just as surely as you can count 
the two million people who earn $4,000,- 
000,000 a year in this concentrated in- 
dustrial area. Because you know that 
WSAZ-TV reaches more TV homes in 
the Charleston - Huntington dynamic cir- 
cle than the other two stations in the 
market combined . . . a coverage un- 
matched by any other NBC affiliate in the 


nation in a 3-station market! 


@ Look to WSAZ.-TV to continue to be 
the easiest media choice anywhere . . . 
just as WSAZ-TV viewers continue to 
look to this station as the one outstand- 
ing source of top local programming, 
regional news and public service. 


@ WSAZ-TV can now predict the 
weather (it’s the only station in the mar- 
ket equipped with radar and employing 
a full-time meteorologist). You can still 
predict the smartest buy in television! 


WSAZ TELEVISION 


CHANNEL QB CHARLESTON - HUNTINGTON 
DIVISION: THE GOODWILL STATIONS. INC. 


C. Tom Garten, Vice President and General Manager 
Represented by The Katz Agenc. 
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plement copy.” 

Mr. Reeves riffled through his book 
to page 117 and read: “ ‘Such reason- 
ing by-passes the product and when 
it does, it by-passes the advertising 
function.’ ” 

Skipping over several pages, Mr. 
Reeves read further, “‘Now we can 
see the true limits of originality. We 
see that originality cannot be wild, 
and free, and unfettered. It must, 
within the limits of advertising func- 
tionalism, restrict itself.’ ” 

And what is “advertising func- 
tionalism”? 

On the same page as the last quote, 
Mr. Reeves has hazarded an up-to- 
date definition of advertising: 


ADVERTISING IS THE ART OF 
GETTING 
A UNIQUE SELLING PROPOSI- 
TION 
INTO THE HEADS OF THE MOST 
PEOPLE AT THE LOWEST 
POSSIBLE COST. 


This brings ’round the second ob- 
jection. Exactly: that Mr. Reeves be- 
lieves in taking a single selling claim 
and hammering it home. 

“Of course,” said the author, “ad- 
vertising is to sell. If you sat in this 
chair, sir, and a major client, say an 
automobile manufacturer, came to 
you with $20 million, they are not 
coming to you to ask you to amuse 
yourself with their money.” 


” 


Mr. Reeves, do you believe in the 
value of one selling claim to the 
exclusion of all others? 

“Where in the world does it say 
that? If you will re-read chapter 26, 
with specific reference to . . . [He 
found the page] . . . page 102, you 
will find that it says, “The important 
theory here is that seven claims—or 
seventeen claims—can be combined, 
and with tremendous power, if they 
are not vampire claims.’ What is so 
radical about that?” 


‘Distraction Claims’ 

A “vampire claim,” for those who 
have not yet read the book, is a “dis- 
traction claim’’—a claim which, when 
added to the selling proposition, 
weakens it, “bringing it down below 
the point of major registration” with- 
out itself growing into full strength. 

Worse than the “vampire claim,” 
in the lexicon of Mr. Reeves, is its 
first cousin “vampire video.” This 
is a weakened sales message result- 
ing from an incompatability of audio 
and image in a commercial. If the 
image does not correctly demonstrate 
or support the selling proposition, 
registration will be seriously cur- 
tailed. If you would know more about 
vampire video, read the book, which 
is approximately one-quarter de- 
voted to tv. 

Asked about this tv emphasis, Mr. 


Reeves said, “Of course, we’re nearly 





Mix the terms “freedom,” “ 


communism. 


interest to the community.” 





Public Service, Portland Style 

communism” and “money,” and you’ve 
got the prime ingredients for controversial issues and a public-service 
telecast of importance. That’s what happened recently in Portland, 
Ore., where KGW-TV put a live 514-hour telecast of the city council on 
the air as that body met to decide whether or not an organization called 
Freedom Center, Inc., should be permitted to solicit funds to fight 


A “burning issue” in the area, the controversy caused the Portland 
channel 8 outlet to cancel all regular programming and commercials for 
the Thursday telecast, as well as to present a two-hour showing of tape 
excerpts from the live program the following Saturday night. Letters 
from hundreds of viewers lauded the station for bringing them into the 
council chamber—where only 200 spectators can regularly be seated— 
to hear and see the give-and-take between witnesses for and against the 
organization’s request. In addition to grateful notices in the market’s 
press, KGW-TV received a commendation from the office of the mayor 
and the council for its voluntary coverage of “a matter of great public 
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Asa Stallworth Jr. has been ap- 
pointed general sales manager of 
wJBF Augusta, Ga. For the past year 
Mr. Stallworth was wJs¥’s national 
sales manager, and before that he 
was sales-development director and 
regional sales manager of the sta- 
tion. 





80 per cent in television.” (Ted Bates 
billed $119,300,000 last year, and 
has added the $12-million Mobil 
Oil account this year, an account 
reputedly gained directly as a result 
of Reality in Advertising.) Mr. 
Reeves noted that the company had 
had to turn away some $70 million 
in advertising attracted by the book. 

The recurrence of such terms as 
“brain box” and “vampire video” 
and such far-out chapter titles as “In- 
side 180,000,000 Heads” and “The 
Penetrated People” may possibly be 
explained by Mr. Reeves’ hobby of 
occasionally writing science-fiction 
stories, a number of which have been 
published, though usually under a 
nom de plume. 


Converging Lines 

There are passages in the book 
where the science-fiction 
frustrated romance with the unknown 
seems to coincide with the adman’s 
expanding universe of  cost-per- 
thousand. Significantly, in the first 
chapter, “A Common Fallacy,” he sets 
down first the fact that there is no 
way to know with certainty the ef- 
fectiveness of an advertising cam- 
paign, not even through sales. 

Again on the romantic side, after 
defining originality, Mr. 
writes, with the metrics of Lycidas: 
“Ne longer can the copywriter, like 
Tennyson’s Lady of Shalott, view life 
through his own magic mirror. No 


writer's 


Reeves 
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longer can he live in that state the 
saints call Innigkeit, or ‘inwardness.’ 
For him, no longer, can private 
planets shine in some solipsist uni- 
verse where his delusions can be 
treated as reality. He must make his 
imagination function under the strict 
discipline of attaining a commercial 
goal. 

“Such discipline should hardly be 
bitter medicine. . . .” 

Is there anything really new in this 
book? 

“No, nothing. I believe that we 
were the first to apply the terms 
‘penetration’ and ‘usage pull,’ but the 
concepts are not new. Is there anyone 
in favor of distracting subthemes, or 
three unrelated themes in an ad? 
Vampire claims and vampire video, 
as I said in the beginning of the sec- 
tion, is our old friend, the Principle 
of Copy Focus, revisited. Read the 
book. 

“There is really very little startling 
here or elsewhere. After 100 years, 
there are some principles of sound 
advertising. Yes, you can call them 
Iron Laws. And if a client comes to 
me and asks, ‘What do I do to in- 
crease my sales?’ I am expected to 
heed those laws. I have set down some 
very simple rules; why all the up- 
roar?” 

Yes, why? 

“Let’s think about that. Between 








George H. Rogers, Jr. (l.) was ap- 
pointed national sales manager of 
WKRC-TV Cincinnati, and Donald E. 
Hardin (r.) was named national sales 
service manager of the channel 12 
outlet. Mr. Rogers has previously 
been commercial production~ man- 
ager, sales account executive and na- 
tional sales service director for the 
station. Mr. Hardin had been on the 
staff of WTVN-TV and WLw-c Columbus 
prior to joining WKRC-TV last year. 


us, I believe it has to do with the 
nature of people . . . It would be 
strange in this business if an advertis- 
ing agency did agree with the copy 
and research philosophy of another 
agency. If a client came to me with 
a book like this, I can’t say it’s all 
poppycock—some do, though—so I 
pick on certain passages. They are 
taken from context, are they not? 
But the book is already a condensa- 
tion of a condensation, so to speak; 
a sentence out of context looms very 
large . . .” Mr. Reeves smiled. “Per- 
haps the book is so concentrated that 
some people miss the point, or don’t 
care to look too carefully for it.” 

You mention research philosophy. 
Some reviews said you are against 
motivational research. True? 

“They must read the book. I am 
not against motivational research. I 
am against deep Freudian research.” 

They say you're against changing 
the advertising. 


‘Don’t Change the Campaign’ 


“T didn’t say don’t change the ad- 
vertising; I said don’t change the 
campaign. If you change the adver- 
tising, make sure that the new presen- 
tation has exactly the same selling 
premise. 

“For an example of what may hap- 
pen otherwise, you may look at the 
Kool campaign cited in the book. 
There we thought we were following 
the campaign correctly, but obviously 
we had inadvertently changed the 
campaign.” 

This is a rapidly changing society 
in many ways, with respect to tastes, 
needs, product development. Aren’t 
there many good reasons for chang- 
ing a campaign with more frequency 
than is suggested in Reality in Adver- 
tising? 

“Sir, do you really think human 
nature is going to change? Do you 
think women are going to use soap 
for something else besides cleaning 
in their kitchen? Are they going to 
use a toothbrush for something be- 
sides brushing teeth? And women 
will be using perfumes for pretty 
much the same thing, I believe.” 

Bryan Houston, president of 
Fletcher Richards, Calkins & Holden, 
was quoted (TELEVISION AGE, March 
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WTRF-TV 





MONROE AND BARDOT! If 
the medical profession can 
report Marilyn Monroe has 
acute ot wm we om +} 
plumbing industry show 
T. R. EFFIC! report Brigitte Bardot as the 
werld's best-designed towel rack! 


wrrrety Wheeling 
GOING HOLLYWOOD! This is the season 
when the flies go all out to make screen tests. 
wtrf-tv 


MONKEY BUSINESS! A monkey was negoti- 
pow By @ consignment of coconuts with 
anot monkey known as a shrewd trader. 
They were far apart on price and the 
prospective buyer was pacing around in the 
treetops wonderi if he should increase his 
offer. “Ncw look, Cyril," said his wife, 
finally. “You gu down there and you stick 
to your original figure. If he haggles, tell 
him he's wasting his breath. Be firm, Cyril. 
Don't let him make a man outa you.” 
wtrf-tv Wheeling 


OLD TIMER? Someone who can remember 
when you could promise a child the moon 
without having to buy him a space suit. 
Wheeling wirf-tv 
BUDGET DIRECTORS underlined “Gium and 
Frugal Corps” in the WTReffigy Series could 
also have been appropriately underlined ‘‘Ex- 
cess Prophets," ‘Scrutiny on the Bounty,” 
“Overhead Shrinkers’’ or “Price Slaughter- 
house". (Hope you've written for your set 
of WTReffigies, our ad-world close-ups!) 
wtrf-tv Wheeling 
A BONUS MERCHANDISING plan is avail- 
able to alert advertisers who have scheduled 
spot campaigns over WITRF-TV. Ask George 
P. Hollingbery for all the details on how 
you can get the Wheeling-Steubenville TV 
audience thru WTRF-TV. 


CHANNEL WHEELING 
SEVEN WEST VIRGINIA 
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6, 1961) to the effect that where two 
products are completely competitive, 
it is virtually impossible to unseat 
the leader unless you add a believ- 
ability claim, as with Bayer aspirin, 
or a claim for consistency in the 
product. Do you go along with that? 

“A gifted product is greater than 
a gifted pen. I quoted that in my 
book.” 

A gifted product. But in this case 
there can be no better product. 

“What did Mr. Houston say ex- 
actly?” 

Here: “Frankly, with some prod- 
ucts it’s hard to catch up, unless the 
other fellow makes a mistake. Take 
beer. If you’re the top beer in a good 
market, numbers 2 to 7 can do what 
they like and they'll never catch you 
unless you make a mistake. Look, 
there’s a beer that was running swell 
before, but now it’s started using ads 
that show a lot of slick, slim people 
drinking beer. But your beer drinker 
is a different kind of person. He’s an 
easygoing guy who likes to . . .” 

“Is it a mistake not to have the 
best campaign,” asked Mr. Reeves. “I 
think it is, and I can think of at 
least 50 examples.” 


No More White Coats 


Repetition. Monotonous claims. 
Agency of the medicine ball and the 
Great White Smock, some say. 

“We haven’t had any white coats 
around here in four years.” 

Mr. Reeves, didn’t Black Flag in- 
secticide spray—at another agency— 
have a cute quiet sell, with little bugs 
flitting about? And isn’t it now a loud 
hardsell ? 

“I think the bugs flitting about was 
a commercial for a different product. 
You see, it more or less proves the 
point. You don’t remember the name 
of the other product. You remem- 
bered Black Flag. Incidental to that, 
one of the loudest squawkers against 
my book is an agency president 
whose agency has the all-time record 
for a hard-sell cleaning commercial. 
{t's been running for four years. Can 
you tell me the name of that agency?” 

Do the Bates ads and commercials 
always conform to the principles set 
down in Reality in Advertising? 

“Occasionally I’m sitting in my liv- 
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ing room and someone will jump up 
and exclaim, ‘That’s not a Bates com- 
mercial!’ We have some 175 products. 
If some of our commercials do not 
conform, it is not necessarily because 
we didn’t want to. Sometimes we are 
not skillful enough, and sometimes 
we are not allowed to. After all, an 
advertising company is an agent, not 
a principal . . .” 

Mr. Reeves took a copy of Horizon 
from his window shelf (St. Patrick’s 
framed down Fifth Avenue), and 
read aloud from the Stephen White 
article. “This is humor,” he smiled, 
“not criticism. ‘All I ask is a little 
humility. Mr. White has not read 
the book.” 


Two-Thirds Pro 


Did any one review or piece of 
criticism of his book reach to Mr. 
Reeves more than any other? 

“There were about 65 reviews of 
the book which I’ve seen. About 65 
per cent of them were favorable. 
There is also a stack of approximately 
4,000 letters in the outer office, of 
which 95 per cent are favorable. The 
mail is especially favorable from 
presidents and managers and the peo- 
ple who spend the money. 

“As I’ve said, it would be remark- 
able if other advertising men did 
agree entirely. That is the nature of 
advertising. That is true of any 
polemical book, from Karl Marx to 
Galbraith and the Affluent Society. 

“Take 50 admen and you will get 
50 different opinions on any given 
subject. Ask 50 admen to evaluate 
an advertisement and you may get 
50 sets of principles.” 

Do you consider that a healthy 
situation ? 

“Healthy? Sir, suppose you went 
to 50 different doctors and each told 
you something different. That’s not 
a very healthy situation for you.” 

Mr. Reeves, in the last paragraph 
of your book, you say that most ad- 
vertising men are still necromancers 
at heart, but that some day, “like 
the barber surgeons of 400 years 
ago,” they must begin to treat their 
craft objectively. Do you ever feel 
the need to take some of your own 
advice? j 


“Read the book, sir.” 


AGA (Continued from page 27) 


tends to sap  creativity—monthly 
specials often get the best results.” 


A.G.A. leans toward the monthly 
special format also because it is a 
convenient promotional vehicle for 
the local utility companies. Adver- 
tisements for each show can be sent 
out in monthly bills, or local com- 
panies can use each program as an 
extra drawing card in their own ad- 
vertising. Important, too, is the op- 
portunity for local companies to place 
spots on either side of the network 
program. 


When AGA first announced its 
sponsorship of Theatre 62, there was 
some complaint from television critics 
that the program idea lacked origin- 
ality, that dramatizations of old mov- 
ies was an evasion of the problem of 
new material for television. Wasn’t 
this programming a little too “safe”? 


“Not at all,” said Mr. Wikstrom. 
“Of course, these programs aren’t 
revolutionary, but we’re not looking 
for that. There are many types of 
programs we wouldn't sponsor—a 
run-of-the-mill weekly series hasn’t 
enough stature to warrant full spon- 
sorship, for instance. 


‘Theatre 62° It 


“We think this Theatre 62 is the 
perfect answer for our television ad- 
vertising. First of all, it’s in color. 
We've found that most people who 
own a color set are in the upper in- 
come group and in some cases are the 
ones who are selective about tele- 
vision. With this program we’ll reach 
both the heavy and the light viewers, 
we'll reach both men and women. As 
far as the show being a remake of 
old movies, it’s not at all. There’s 
a whole generation who’s never seen 
some of these, besides which there’s 
a big difference between an hour and 
a half film and an hour live drama. 
Hindsight has 20-20 vision—you can 
always find something to improve on 
when you look back, and the reduc- 
tion in running time will speed up 
the action and make a very exciting 
show.” 











William P. Dix Jr. has been named 
general manager of WDAU-TV Scran- 
ton, Pa. Mr. Dix, former manager of 
wer Buffalo and assistant manager 
and director of sales for WGR-TV-AM- 
FM, has had 15 years of broadcasting 
experience, including such positions 
as assistant general manager in charge 
of sales for wor-tv New York, sales 
manager of WTAM Cleveland and ex- 
ecutive positions with CBS and ABC. 





Because of the number of members 
included in the AGA tv advertising 
(200), the television program plans 
are decided upon by a television com- 
mittee made up of representatives of 
the companies participating. This 
committee selects the program and the 
personalities to deliver AGA commer- 
cials. While this means that every 
manufacturer or utility company will 
obviously not have a direct say in 
program choice, industry satisfaction 
with the Committee’s selections has 


been high. 


Placid Letters 


“We did get a few letters on some 
of the Playhouse 90 shows,” said Mr. 
Wikstrom, “particularly for the ones 
like A Quiet Game of Cards, but the 
letters were mild, and with a different 
show every week you can’t please 
everybody all the time.” 

Pleasing most of the people most 
of the time, however, is something to 
be considered, as the television costs 
are paid by what AGA calls a sub- 
scription system. Members of AGA 
subscribe to program sponsorship by 
paying according to the time cost of 
the individual local market, how 
many companies are participating, 
and the number of customers served 
by the local company in relation to 


the total consumer market. 

The AGA commercials are ap- 
proved by a national advertising 
committee. With their subscription, 
local companies are entitled to use the 
entire library or bank of national 
commercials in their own communi- 
ties. The commercials always refer to 
“your gas company” so they are ef- 
fective for promotional use in any 
market and can be used as a tie-in 
for major local sales events. 


Even Spot Spread 

Only about four per cent of AGA’s 
commercials are institutional and 
these are spread out evenly during 
the program’s run. 

“We try to make our advertising 
hard-hitting and competitive since the 
marketing problem is far from institu- 
tional,” said Tom Lane, senior vice 
president and management account 
supervisor at Lennen & Newell, Inc., 
AGA’s agency. “We try to treat the 
account as if it were package goods, 
and exposure is just as important 
as identification with a program. 

There will be five commercials 
during each show. “We'd like to have 
less, but we need the time for so 
many different products,” said Mr. 
Lane. 

Some of the commercials combine 
an institutional sell with a product 
sell as in, for example, one which 
opens with a description of the gas 
air conditioning unit at Idlewild air- 
port—“for prestige,” says Mr. Wiks- 
trom—and then dissolves to the prac- 
tical uses of gas in a home. The 
spokeswoman for the consumer goods 
commercials will be Jinx Falkenburg, 
replacing Julia Meade, while Verne 
Collett will continue as spokesman 
for gas heating, the feeling being that 
a male announcer will lend more 
weight to a discussion of such things 
as heating and air conditioning. 

One of the problems for AGA in its 
advertising is to overcome the feeling 
by many consumers that gas is old- 
fashioned. To combat this, the com- 
mercials will be slanted toward the 
future of gas and will emphasize a 
forward-looking approach. The fact 
that the commercials will be in color 
is an important facet in promoting 
this approach, and, Mr. Wikstrom be- 


lieves, will enhance the selling power 





When your budget says ... 
“BUY PORTLAND” 


BUY PORTLAND! 


This is the 
Portland, Maine 
distribution area market 










Households 223,800 
EBI $1,328,089,000 
Retail Sales $911,326,000 


Seven straight surveys 
have proved WCSH-TV’s 
leadership in the Portland 
area market. For the com- 
plete breakdown on the 
Portland area market, con- 
tact your Katz representa- 
tive, 


WCSH-TV 


NBC for 
PORTLAND 


MAINE BROADCASTING SYSTEM 


WCSH-TV (6) Portland 
WILBZ-TV (2) Bangor 
WCSH-Radio Portland 
WLBZ-Radio Bangor 
WRDO-Radio Augusta 


Represented nationally by 
| ee E KATZ AGENCY, rnc. 
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Fred L. Bernstein has been appointed 
general sales manager of Wometco 
station WLOS-TV Asheville, N. C. In 
the course of his 15 years in broad- 
casting Mr. Bernstein has served as 
national sales representative jor KVOS- 
TV Bellingham, Wash., has been ex- 
ecutive vice president and general 
manager of WTTM Trenton, executive 
vice president of Forjoe & Co., New 
York, and owner of wmMet Miami 
Beach. 





for kitchen appliances. 


“Consumer attitudes don’t change 
overnight,” he remarked. “Our real 
aim is the conditioning of a market.” 


To condition the market AGA re- 
lies upon television as a support to 
strong local advertising and promo- 
tion. Of the volume of all gas ad- 
vertising in national media, AGA’s 
campaign accounts for 84 per cent of 
the total. Figures from the Television 
Bureau of Advertising show that in 
1960 AGA’s gross time expenditure 
in network television was $1,478,363; 
in 1959, says TvB, the association 
$1,949,286. Without AGA’s 
television activity, there would be 
almost no national advertising to 
counter the heavy promotions of the 
electric industry. 


spent 


The gas industry foresees an aver- 
age annual increase of a million cus- 
tomers to a total of approximately 
45 million in 1970. In this same 
period the total volume of all adver- 
tising is expected to double. 


AGA considers network television 
the most potent force for reaching 
and selling the consumer, as well as 
the most economical way for the local 
utilities to have the advantage of 
national promotion. 
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Hyde (Continued from page 29) 


sion knows this but ignores these dif- 
ferentiations at the time when renewal 
of licenses of the station is before 
them.” 

The implications of this language 
make it relevant here. 

There is one other rule-making pro- 
ceeding in which two notices have been 
issued which I would mention in this 
series of references. 

On February 21, 1961, the Com- 
mission issued a Notice of Proposed 
Rule Making in the matter of amend- 
ment of Section IV, Statement of Pro- 
gram Service of Broadcast Applica- 
tion Forms. In this notice, the Com- 
mission acknowledged that it had 
undertaken to set forth certain guide- 
lines to assist broadcast applicants and 
licensees in fulfilling their obligations 
to program their stations in the public 
interest. There was attached a very 
comprehensive application form which 
was subsequently modified in a Notice 
of Further Proposed Rule Making of 
July 6, 1961. In the contemplated new 
application form, an applicant would 
be required to submit a very compre- 
hensive statement in detail as to the 
content of its proposed program serv- 
ice. The form further provides that 
if the applicant in its operation de- 
parts from its proposal, a report of 
such departure must be submitted to 
the Commission with a satisfactory 
explanation as to the reasons for the 
The proposed reporting of 


past performance has been character- 


change. 


ized as requiring an accounting of 
every second of the broadcaster’s 
week. Detailed reporting and account- 
ing are characteristics of utility regu- 
lation. It is said that efforts by others 
to employ microscopic detail inspired 
the observation of Justice Holmes that 
“Delusive exactness is a source of fal- 
lacy throughout the law.” (Dissent in 
Truax v. Corrigan.) 

This brief documentation is suffi- 
cient, I believe, to show the executive 
arm of government, the legislative 
arm, and the Federal Communications 
Commission itself are rapidly placing 
the agency in a position of responsi- 
bility for program fare. I think it un- 
fortunate that the public is being led 
to look to the Federal Communications 





Commission for fulfilment of its pro- 
gram interests. 

It does not appear from the mis- 
cellany of reports and recommenda- 
tions having official status that the 
question as to whether close govern- 
ment regulation can give better results 
than a free enterprise system has even 
been a consideration. This would seem 
to exhibit a strange lack of confidence 
in the system which most people be- 
lieve to be the basis of the world’s 
finest achievements in living stand- 





Public-Service Cruises 


A wsoc-tv Charlotte public- 
service program on water safety 
resulted in the establishment of 
one of the largest units of the 
United States Power Squadron, 
a national organization afhliated 
with the Coast Guard and dedi- 
cated to teaching water safety in 
the inland North Carolina city. 

wsoc-TV began its campaign 
for promoting water safety be- 
cause of the increasing danger 
of inexperienced speedboat 
operators who crowded Lake 
to Charlotte, 
killing and injuring several per- 


Catawba, close 
sons. In order to begin a chapter 
of the Power Squadron, Brooks 
Lindsay, producer and emcee of 
wsoc-tv’s The Sportsmen show, 
Jim Beard, boating editor of the 
show, and station man Lin 
Taylor had to pass a course 
given by a member of the Power 
Squadron. 

After completing the course, 
it is necessary to teach a class to 
demonstrate willingness to in- 
troduce free boating safety pro- 
cedures to the public. The first 
class under the auspices of 
WSOC-TV was given in the sta- 
attracted 


tion’s studios and 


about 66 people, a number 
which has increased with each 
class given. The station also 
arranges cruises or “boat-a- 
cades” from among the show’s 
viewers to give them a chance to 
apply their knowledge of navi- 
gation and boat handling in 


practical situations. 



































“Me look 
| worried, 
Mrs. Grymczyk?’ 










vOITOMOAS 
AIJAVAM 


“Well, if I do it’s because I am worried. 








“You see I run the promotion that puts across th: 
basic impression of our medium to advertisers. 
It does, too — gets us business. 


“But that’s just the basic impression. We've go 
at least nine other reasons why advertisers 
should go along with us. Sure, our salesmen 
may have mentioned them all at various times 
but how much will buyers remember 

when they’re ready to buy? 







































“T’ve got the awful feeling that advertisers 
all over are buying our competition for some 

of these other reasons when we actually have 
better values to offer on the same points. I can’ 
put all of them in our impression promotion — 
how am I gonna’ tell them? See what I mean?” 





“T’m not sure I do, Mr. Jones. But I do know 
this —I clean two agency offices in this building 
and very often when those men are working 
late, they’re always looking things up 

in a book just like that.” 


“Oh, that! STANDARD Rate. Sure, we have 
an ad in there with our basic im----- 
HEY... wait a minute! ... 





“That’s it, Mrs. Grymczyk! That’s the place to 
put all our good points. Every last one of them. 
Why I can anchor my whole story here where al 
our prospects have to look before their schedule: 
are frozen. Thanks a million, Mrs. Grymczyk.” 


With competent, strategically placed 
information in SRDS 


YOU ARE THERE 
Selling by helping people buy. 


S2ZRODS Standard Rate & Data Service, Inc, 


the national authority serving the media-buying function 
| | 


C. Laury Botthof, President and Publisher @ 
5201 OLD ORCHARD ROAD, SKOKIE, ILL.—YORKTOWN 6-8500 
SALES OFFICES — SKOKIE, NEW YORK, ATLANTA, LOS ANGELES 











Viewpoints (Continued from page 31) 


will lose to Kildare. 


Hazel. NBC-TV. Yes. Shirley Booth will do it all by 
herself. 

Margie. ABC-TV. No. The two life-preservers of My 
Three Sons and The Untouchables will support Margie 
artificially, exactly as Jack Benny and Fred Allen sup- 
ported radio’s Fitch Band Wagon, but it won't last. 
Tuners-out will find their way to Hazel, or to The In- 
vestigators. 


Friday: 
International Circus. NBC-TV. Yes. But they will have 
to light it better. 
Straightaway. ABC-TV. No. Crash and burn at 13. 
Hathaways. ABC-TV. Yes. Nothing here but chimps, 


which is enough. 
Target: Corrupters. ABC-TV. Yes. Superbly done melo- 
drama, in all departments. The big show on Friday nights. 
Father of the Bride. CBS-TV. No. Public has had it. 
Nowhere to go after the pilot, and will die of thirst first 
season. 


Saturday: 

Defenders. CBS-TV. No. Tall Man and Leave It to 
Beaver won't let it get started. 

NBC Feature Films. Yes. This show is going to revolu- 
tionize tv programming. It will kill all its competition the 
first season, smother any chances for Defenders to get 
started, move Welk out of Saturday nights, destroy Gun- 
smoke’s experiment as a one-hour, re-position Paladin, 
and have such repercussions as to make us forget Minow. 

The next trend: feature films in prime time.—GBR 








ards. 

It is particularly disturbing in the 
face of the clear declaration of policy 
appearing in the Communications Act. 
The free enterprise system, exemption 
from detailed regulation, and protec- 
tion against censorship are basic doc- 
trines of the Act which the Commis- 
sion administers. 


Specific Provision 

The Communications Act contains 
a specific provision that . . . “a person 
engaged in radio broadcasting shall 
not, insofar as such person is so en- 
gaged, be deemed a common carrier.” 
Title I, Sec. 3(h). The fundamental 
policy of the Act in respect to broad- 
casting’s place in the national economy 
was summarized in a decision of the 
Supreme Court in F.C.C. v. Sanders 
Bros., 309 U.S. 470, decided in 1940. 

“The Communications Act does not 
essay to regulate the business of the 
licensee. The Commission is given no 
supervisory control of the programs, 
of business management or of policy 
. . « The Congress intended to leave 
competition in the business of broad- 
casting where it found it.” 

The statutory prohibition against 
censorship is stated clearly in Section 
326: 

“Nothing in this Act shall be under- 
stood or construed to give the Com- 
mission the power of censorship over 
the radio communications or signals 
transmitted by any radio station, and 
no regulation or condition shall be 
promulgated or fixed by the Commis- 
sion which shall interfere with the 


64 September 4, 1961, Television Age 


right of free speech by means of radio 
communication.” 

In the light of this impressive body 
of statutory policy, what possibility 
could we have of untoward regulation 
or interference in programming with- 
out doing violence to law? 

Perhaps there is such a thing as 
subtle violence. One method would be 
to convert the censorship or regula- 
tory issue into another form. This can 
happen without intent; it can happen 
even under a disclaimer of intent. 

The unattractive office of censor can 
be made to appear as guardian of in- 
tegrity. 

There are real possibilities, it seems 
to me, that the Commission will find 
applicants making promises in their 
applications designed to satisfy the 








John S. Markward has been appointed 
station manager of woop-Tv Grand 
Rapids, Mich. He has been with the 
Time-Life station for the last seven 
years, first as a sales representative 
and since 1957 as sales manager. He 
will also continue in charge of .sales 
for woop-Tv. 


Commission’s wishes as to program- 
ming. The operator thus committed 
must then perform in the manner de- 
signed to please the Commission or 
risk being brought to task on the issue 
of good faith. It does not take much 
imagination to find elements of prior 
restraint in such a system. I believe 
that in more thorough and temperate 
consideration of the fundamental is- 
sue, we may find that broadcasting’s 
greatest opportunity and potential lies 
in the application of free enterprise 
principle, free of censorship. 


Proper Interpretation 


I should like to see the Communi- 
cations Act interpreted in a forward- 
looking manner—the kind of inter- 
pretation which has made constitu- 
tional principles effective in meeting 
the requirements of our country from 
its beginning to its present status of 
world leadership. 

Think what the consequences might 
have been if the general welfare clause 
had been narrowly interpreted to apply 
only to purposes specially enumerated 
in the Constitution as urged by some, 
including Thomas Jefferson. Fortu- 
nately, the broader view urged by 
Hamilton has been crystalized by the 
weight of juridical opinion, giving the 
federal government needed flexibility 
to meet the changing and developing 
requirements of our complex society. 

The commerce clause upon which 
the regulation of radio (not even im- 
agined at the time of the Constitu- 
tional Convention) is based has like- 
wise been interpreted along lines of 
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True Public Service 


In an attempt both to engage 
and gauge its audience, WCKT 
Miami recently retained First 
Research Corp. to conduct an 
independent inquiry in south 
Florida to ascertain the views of 
responsible citizens on the com- 
munity’s needs and on television 
programming. 

This is a follow-up to WCKT’s 
own questionnaire, circulated 
with last year’s public-service 
report, which had found enthu- 
siastic response among the 
leaders of various community 
activities. As a result of these 
replies, WCKT has created and 
aired several 60- and 30-minute 
programs dealing with subjects 
ranging from the impact of 
Cuba on Latin America to the 
problem of fluctuating tourism. 

Typical of the response to 
these programs was that evoked 
by the study of tourism, entitled 
The Yankee Dollar: taking the 
lead from this investigation of 
the vital source of Florida’s in- 
come, the City of Miami Pub- 
licity Department revised its 
planning and promotion and in- 
creased its advertising budget. 

Keeping abreast of its com- 
munity’s needs won WCKT the 
Peabody Award of 1960 for “re- 
sponsible leadership and public 
service,” as well as three of the 
six citations of the Florida 
Chapter of Sigma Delta Chi, the 


national journalistic fraternity. 











broad principle, thereby providing the 
authority and flexibility necessary to 
deal with new developments. Suppos: 
Chief Justice Marshall and associate: 
had decided in favor of Ogden and 
against Gibbons in their famous li:i- 
gation and held that since Gibbons’ 
vessels carried only passengers (not 
merchandise), they were not in com- 
merce in the sense that term is used 
in the Constitution. (Gibbons v. Og- 
den, 9 Wheat. 1 (1824).) 

May we now briefly discuss the 
“public interest, convenience, and ne- 
cessity” clause of the Communications 


Act. It is the language in which Con- 
gress delegates to the Commission 
broad policy-making authority, such 
as assigning bands of frequencies to 
services. It also states the general scope 
of the Commission’s discretion in is- 
suing licenses, This policy-making au- 
thority and licensing discretion is 
stated in broad terms so that the Com- 
mission may deal appropriately with 
matters affected by the technological 
complexities and variables of time and 
place inherent in the use of radio. 

The other application of the clause 
which I would mention is in the li- 
cense issued to every licensee. You are 
in the very words of your authoriza- 
tions licensed to serve public interest, 
convenience, and necessity. I think you 
should not only have the responsibility 
legally and before the public for doing 
this, but that you should have the free- 
dom of action and discretion which 
seem to me essential to creative en- 
deavor and to meet the exigencies and 
opportunities of ever-changing condi- 
tions. 

I make this suggestion with concern 
for the future of broadcasting: that 
operators of stations haven’t made 
their works or their position ade- 
quately understood—a reflection on 
their efficiency as communicators— 
or that their demonstration of the ad- 
vantages of the free-enterprise system 
should have improved attention. Per- 
haps both of these matters warrant 
further serious attention. 








Peter M. Affe, manager of daytime 
program operations for NBC-TV since 
June 1960, has been appointed station 
manager of WNBC-TV, the network’s 
flagship station in New York. A tele- 
vision “pioneer,” Mr. Affe first joined 


NBC-TV in 1943. 










WITHIN A STONE’S THROW 
OF COMMUNICATIONS ROW! 


One of New York's 
most desirable locations 
MADISON AVENUE 
AT S2nd STREET 


A Bigger and Better 


bse bide Ue 
HOTEL 

Just steps from anywhere... 
now with 500 individually deco- 


rated rooms and suites — and 
completely air conditioned. 





The magnificent new 


BARBERRY 


17 E. 52 St. 
Your rendezvous for dining 
deliberately and well... 
open every day of the week 
for luncheon, cocktails, 
dinner, supper. 
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Spot (Continued from page 30) 


declined in its share of the total: last 
year’s second-quarter report showed 
it accounting for 33.7 per cent of 
total billings; in the same period this 
year it accounted for 32.5 per cent, 
holding on, of course, to the major 
slice of the money. 

The real gain in billings went to 
early evening, which climbed from a 
16.9 per cent share in the 1960 period 
to a 21.7 per cent share in the second 
quarter of this year. Translated into 
gross dollars, this means that spot 
advertisers invested an_ estimated 
$34,773,000 in early evening in the 
second quarter of 1961, as opposed 
to $27,209,000 in the same period last 
year. Late night remained relatively 
the same: in the 1960 second quarter 
it accounted for 20.5 per cent of the 
total; this year it took in 20.8 per 
cent of the spot dollar. 


Prime Availabilities 
This sort of thing, which could be 


an indication of a trend, is of course 
thrown off the track this fall with the 
opening up of additional availabilities 
in prime time. The new 40-second 
break will undoubtedly lead to a re- 
distribution of spot money, once 
rates are set and creative and psycho- 
logical problems are removed. 
Other pertinent facts in TvB’s sec- 
ond quarter report on spot television: 
Procter & Gamble again led the field 
with an expenditure of $16,481,700, 
bettering its closest competitors (Col- 
gate-Palmolive and Lever Bros.) by 
almost four times. Colgate was in 
second place with a $4,736,300 in- 
vestment; Lever Bros. held third 
place with an estimated $4,268,800 
investment. General Foods Corp., 
which occupied second place in last 
year’s period, this time fell to fifth 
place with a $3,527,200 expenditure. 
In the second quarter of 1960 its spot 
billings were estimated at $5,476,300. 
Coca Cola bottlers, on the other 
hand, went from 30th place (with a 
$985,000 spot budget in the 1960 
second quarter), to fourth place with 
a $3,661,300 spot investment in the 
same period this year. Similarly, Con- 
tinental Baking Co. held 35th place 
in the second quarter of 1960 with a 
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a local record. 


a single business day. 


within the few available hours. 





Breakthrough for Business 


A televised grand opening of a new Sears, Roebuck & Co. store out- 
side Spokane, Wash., may be a major breakthrough for the use of tele- 
vision in similar events with the Sears chain. 

KREM-TV Spokane moved its remote equipment into the new store, 
spearheading a campaign which drew 25,000 people into the building for 


The campaign started several weeks before the opening date with 10- 
and 20-second announcements on KREM-TV and announcements on KREM 
Radio. On the opening day the television station covered the ribbon- 


cutting ceremony and televised spot cut-ins throughout the day. The 





remote set-up was also used to tape a series of 20-second and minute 
commercials which have been used since for regular store spots. 

Even though the opening was held in mid-week, the crowd, prompted 
by the intensive campaign plus special values offered by the Sears store, 
spent four times more than Sears in Spokane had ever taken in during 


The day before the opening KREM-TV program director Walter Schaar 
taped interviews with every department head and many of the clerks. 
Two host announcers facilitated the job of reaching every department 


Sears Spokane manager J. W. Kipper credited the television campaign 
with playing a major part in the success of the opening. To preserve the 
format and style of the Spokane opening, Sears ordered several films of 
the completed half-hour program made from the opening day coverage. 








$886.400 investment; in the same 
period this year it had climbed to 
sixth place with $3,337,500. 

A comparison of spot activity by 
product classification shows the in- 
evitable shifts in emphasis by many 
major categories. Thus, automotive 
was down by almost $2 million from 
its $6.3 million second-quarter in- 
vestment last year. But dental prod- 
ucts was up almost as much from its 
1960 $2.6 million investment. Food 
and grocery products climbed from 
$41.4 million in the second quarter 
of 1960 to $44.4 million in the same 


period this year. 

A quarter which shows only a 
slight change for the better in spot 
billings is not an especially encourag- 
ing sign, particularly in view of a 
2.1 per cent decline reported by TvB- 
Rorabaugh in the first quarter and a 
third quarter which is not expected 
to be entirely successful. However, 
spot tv billings in the fourth quarter 
of this year are expected to set new 
records, and TvB is convinced that 


the year as a whole, boosted by the 


heavy spending this fall, will show a 


respectable increase. 
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Top 100 (Continued from page 30) 93. Greyhound Corp. ..$ 363,400 
94. J. Nelson Prewitt, 
57. Carnation Co. .....$ 588,500 ie naek vaste kis 357,300 
58. Swift & Co. ...... 581,000 95. California Spray SHOT 
59. Theo. Hamm Chemical Corp... 354,500 
Brewing Co. .... 571,100 06. M. K. Goetz TAKES 
60. pg el Co. 564,700 Brewing Co. .... 353.600 
61.5. C. Johnson 97. F. & M. Schaefer 
See, SOR. acrans 551,000 . : ' 
7 j Brewing Co. .... 351,500 
62. Welch Grape Juice : ; 
Ce, Be cca 545,400 98. Natl. Federation of THREE 
63. Phillips Petroleum Coffee Growers of 
Wi s0vercsens 544,300 Colombia ...... 350,800 
64. John Morrell & Co. 534,000 99.B.F. Goodrich Co. . 350,700 LANSING 
65. National Biscuit Co. 517.500 100. Quality Bakers of JACKSON 
66. Andrew Jergens Co. 509,000 America Corp. 347,700 BATTLE CREEK - 
67. Helene Curtis by 
Industries, Inc. .« 500,600 Mé:. 
68. Campbell Soup Co. 487,700 A solid play in Michigan's Golden Triangle 
69. Liebmann Breweries, Aim for the Users stakes you to a lively market—Lansing, 
I Heb Ee 481.000 f Jackson and Battle Creek! WILX-TV cracks 
70. Sun Oil Co. ...... 471.100 A new ARB survey for CBS- all three with a city-grade signal and scores 
71.Lanolin Plus, Inc.. 465,400 | TV's 0&0 Los Angeles outlet, big in a lush outstate area. 
sa : : KNXT, sheds light on the impor- Represented by 
a. 2 ere ey .300 
on on pee } - tance to an advertiser of reach- VENARD, RINTOUL & McCONNEL, INC. 
13. Atlantic Refaing ing the right sales prospects. To THE GOLDEN TRIANGLE STATION 
Co. eeeeeeees bs ee 454,200 do so. ARB used a sample of 
74. Interstate Bakeries 1,000 homes and, for each prod- S&S ia 
Corp. «-++++0++. 451,300 uct category, divided the sam- 
75. Pacific Tel. & Tel. ple into light, medium and heavy 
Co. Se 448,800 users. 
76. American Sugar Heavy users, it was found, ac- 
Refining Co. .... 447,900 count for 81.3 per cent of the 
77.C. Schmidt & Sons. market's cake-mix sales, about 
hs acenaiccios 146,100 | 75 per cent of cigarette sales, 
78. National Dairy 64 per cent of coffee sales, 75 
Products Corp. .. 443,600 per cent of shoe-polish sales, - 
79. Scott Paper Co. ... 438,500 per cont of osth-drta sales = 
80 per cent of macaroni. A 
80. Hertz Cup. MS tis 438,200 point made in a “prime pros- 
81. Adantic Sales Corp. 437,600 pects” promotion for the station 
82. Chock-Full-O-Nuts is that an advertiser who reaches oe 
Corp. ..s.eee0e 132,100 only a fraction of the “heavy- 
83. Phillips-Van Heusen users” group can achieve more PLUG THE LEAKS 
ON. catanchnes 428,400 sales than one who reaches all BEFORE YOU LAUNCH 
84.U. S. Rubber Co... 425,700 | Of the light- or medium-users 
OE Miettinen foe 418.900 blocs. Before casting loose nationally, test new 
Poe P, bang 4 Taking each of 30 categories product commercials in the South Bend 
86. Socony-Mobil Oil eted tis clelted het Eure market. And the quick, economical way 
Cl KE) in res aaa 418,700 reaches larger percentages of to do it is with WSBT-TV. Tops in this 
87. Standard Oil Co. of : ; 3-station market, WSBT-TV continually 
F the heavy-users groups than the : ; 
Califernie. <0. 414.400 : delivers 41% to 47% share of sets in use 
market’s other outlets. It must reaches a market with $1.7 billi 
88. Beech-Nut Lif : : - ++ reac arket with $1.7 billion 
e be noted that the station fails buying income! Test with WSBT-TV. 
Savers, Inc. .... 412,100 to show a direct correlation be- 
89. Block Drug Co., Inc. 409,900 tween tv viewing and product 
90. Cities Service Co. . 388.500 purchases—something the re- Fede - 
91. Pure Oil Co. ..... 379,900 searchers have been trying to | SOUTH BEND, INDIANA 
ie Connie Mims do for more than a decade. nanan * 
RE ee 373,400 Poul H. Raymer, National Representative 
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Newsfront (Continued from 17) 


cast Clearing House, Inc., premiered 
with a “one bill—one payment” bill- 
ing form, along with Bank-of- 
America electronic data processing 
and testimonials from various top 
advertising executives indicating a 
willingness to participate in its pro- 
gram. 

With numerous tv spot buyers and 
sellers long having advocated one 
billing operation to handle 530-odd 
television stations, the entrance of the 
SRDS unit into the field seems like- 
ly to give rise to new problems— 
problems, moreover, that may be 
heightened if and when several other 
firms fulfill their intentions of 
creating similar enterprises. 

Not that competition is frowned 
upon, or that the American system 
of free enterprise shall not prevail. 
And, it is to be assumed that changes 
which result in an agency’s bills com- 
ing not from 100 stations, but from 
two or three or four centralized 
clearing firms, are for the better. 

Broadcast Billing Co., Inc., as does 
its announced predecessor, utilizes 
automated data processing, although 
its system adapts to existing bill-pay 
forms and procedures, whereas the 
BCH operation involves newly de- 
veloped standardized time-order and 
revision forms. 


Among the advantages cited for 
the BBS system over present billing 
methods are: obviously the elimina- 
tion of paperwork, with direct cost 
savings; the placing of spot cam- 
paigns on an “immediate” basis so 
that missed announcements could be 
recaptured in days (rather than 
periods up to two months as at 
present), and the speeding of collec- 
tion of receivables. 

In announcing that the service is 
immediately available to stations and 
agencies, C. Laury Bottholf, president 
of SRDS and chairman of the board 
of Broadcast Billing Co., said that 
agency and station clients will have 
their present operations duplicated 
by BBS at no expense, until proper 
controls for long-range operation 
have been established. Thus, clients 
will not pay for the “programming” 
period needed for the data-processing 
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This unique video-tape mobile studio has recently gone into operation at 
KTVE El Dorado, Ark. Built according to the specifications of the station’s own 
personnel, its features include special shock mountings that allow the cameras 


to be transported upright and warmed up en route, as well as its own generator, 
air-conditioner and hydraulic tailgate. The unit carries one Ampex Videotape 
machine with two cameras made by Radio Corp. of America, one of which is 
equipped with a zoom lens, an RCA console unit with four mike inputs and 


one turntable. 





equipment. Rates for the service are 
based upon actual operational experi- 
ence during development. 

Sales vice president of the new 
firm is George W. Schiele, formerly 
with Broadcast Advertisers Reports, 
Inc., where he helped develop a tv 
audit system used by various agen- 
cies. Operations vice president Rich- 
ard Golden formerly supervised auto- 
mated operations for 13 Triangle 
stations and developed a centralized 
traffic and billing system for the 
outlets. 

Broadcast Clearing House, with 
offices in New York and San Fran- 
cisco, is headed by John E. Palmer, 
president, sales 
manager for Mutual Broadcasting 
System, and executive vice president 
Lee F. Mehlig (in New York), who 
was co-owner, general sales manager 
and vice president of K¢mMc Radio 
Denver. 


currently western 


P&G Records 


Procter & Gamble Co., which set a 
new record in television expenditures 
in 1960 (with a gross time estimate 
of $101,491,119, according to the 
Television Bureau of Advertising), 
also managed to set two more records 
for the fiscal year ending June 30. 

The records are for profits and sales 
in that year. The company’s sales 


climbed seven per cent to $1,541,904,- 
779 over the previous year’s $1,441,- 
548,293 (which was also a record). 


P&G earnings went up from $98,- 
078,076, or $2.37 a share, to $106, 
632,804, or $2.56 a share—a nine-per- 
cent increase, and also a new record. 
This was accomplished by P&G in 
spite of $4.4 million charged off be- 
fore earnings because of the Castro 
Government’s seizure of its Cuban 
assets. 

P&G has been setting sales and 
earnings records each year for the 
past decade with monotonous regu- 
larity, and, since television, the growth 
has been astronomical (see TV Age, 
Oct. 31, 1960). Coincidentally, P&G’s 
investments in tv have climbed from 
something like $500,000, or barely 
1.7 per cent of its total advertising 
budget in 1950, to last year’s better 
than $100 million, or 92.6 per cent 
of its total budget. 

In releasing the latest fiscal report,- 
Neil H. McElroy, chairman of the 
board, and Howard J. Morgens, presi- 
dent, noted that the company’s finan- 
cial position remained strong. Both 
men said that they expected continued 
sound development of P&G in the 
over-all competitive picture. 

And, judging from its advertising 
patterns, so will television grow in the 


over-all competitive picture. 















in the picture 


John T. Bunch has been elected a vice president of Batten, Barton, Durstine & Os- 
born, Inc., it has been announced by Charles H. Brower, president. Mr. Bunch, who is 
a management supervisor in the New York office of the organization, joined BBDO in 
1956 as a marketing and merchandising account executive and was named a group head 
18 months ago. Prior to his association with the agency, Mr. Bunch spent 16 years with 
the Easy Washing Corp. in Syracuse, rising from sales statistical clerk to the position of 
assistant general sales manager. He specialized in market and product research and dis- 
tribution. His tenure with the Syracuse company was interrupted by his service in the 
Army during World War II. Mr. Bunch, a past president of the Central New York Chap- 
ter, American Marketing Association, lives with his family in New Canaan, Conn. 





Thomas A. Casey has been named vice president and director of the marketing de- 
partment at Needham, Louis & Brorby, Inc., replacing Walter W. Stumpe, who has be- 
come an account executive. Mr. Casey comes to the agency, where he will also be a mem- 
ber of the plans board, after serving as executive vice president and director of market- 
ing services at Lilienfeld & Co., Inc. Previously he was co-director of the merchandising 
department of Tatham-Laird, Inc., director of merchandising of Knox-Reeves, Inc., Min- 
neapolis, and merchandising manager of the advertising department at Armour & Co. On 
the Needham, Louis & Brorby staff since 1956, Mr. Stumpe, Mr. Casey’s predecessor, be- 
came the head of the marketing department three years ago. He was elected a vice presi- 
dent in 1959. Prior to joining the agency he had been witt the Kroger Co. for seven years. 





Gerald L. Phillippe (|.) and Cramer W. LaPierre (r.) 
have been elected president and executive vice president, respec- 
tively, of the General Electric Co., it has been announced by 
Ralph J. Cordiner, chairman of the board and chief executive 
officer. Mr. Phillippe, 51, has been comptroller and principal 
financial officer of the company since 1953; he originally joined 
GE in 1933. Mr. LaPierre, 57, with the company since 1924 
when he joined its engineering laboratory in Schenectady and a 
vice president since 1952, has been in charge of GE’s electronic 
and flight systems group. 





The appointment of Hal Hough as vice president, program services, CBS Television 
Stations Division, has been announced by Merle S. Jones, president of the division. Mr. 
Hough has been director of program services for the CBS-owned tv stations since July 
1958. Prior to that he was program director of wcss-tv New York for a period of six 
years, and he has held similar positions with wjz-tv New York and with WJBK and WJBK- 
TV Detroit. Mr. Hough will service in an advisory capacity to the CBS television stations 
in such areas as exchange of live production ideas, over-all program structures, film buy- 





ing, scheduling and public-affairs programming. In addition, he will act as a consultant 
in the programming area with foreign broadcasting companies with which CBS has agree- 
ments. A graduate of the University of Missouri, he lives in New York City. 





Geyer, Morey, Madden & Ballard, Inc., has elected John W. Herdegen a vice presi- 
dent, it has been announced by Sylvester M. Morey, chairman of the board of directors 
of the agency. Mr. Herdegen is a member of a special creative unit of writers and idea 
men whose area of activity is experimental creative research and development. The group 
coordinates closely with individual account groups in the creative department, but it is 
kept free of the pressures of day-to-day responsibilities in creative management so that it 
may concentrate primarily on exploratory work—‘“open-end thinking on the growing edge,” 
as the agency phrases it. Mr. Herdegen had been associated with Lennen & Newell, Inc., 
as a vice president and group copy supervisor. Prior to that he had been for 14 years 
with Young & Rubicam, where he was associate copy director. 
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UPPER PENINSULA 
IS EASILY AVAILABLE 





NOW 





The New $100,000,000 
BIG-MAC Bridge 


carries thousands te the U. P. daily! 


Paul Bunyan Television 
WPBN-TV WTOM-TV. 


Traverse City Chebeye 


One Rate Card 
Covers 25 Northern Michigan Counties 
INCLUDING a big chunk of the U. P. 
and parts of Canada 


Offering the Only Principal 
City Grade and Grade A 
coverage to Traverse City, 
Cheboygan, and much of Resort-Rich 
Northern Michigan 





Reach the MOST homes with P B N * 


7000 MORE Homes Reached Than Sta. 8. 
M-F, Noon-6 PM) 

1900 MORE Homes Reached Than Sta. 
(M-F, 6 PM-Mid.) 

2800 MORE Homes Reached Than Sia. 
(Sat. 6 PM-Mid.) 

1900 MORE Homes Reached Than Sta. 
(Sun. 6 PM-Mid.) 


*ARB (March, 1960) 







nationel representatives 
Venard, Rintoul & weConnell 





Metwork Representative Elisabeth Beckjerdea 
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me uore soc J Camera 





There’s a rude fellow who recently 
moved from Manhattan out to a ram- 
bling antique of a home near Mon- 
tauk Point at the tip of Long Island, 
more than 100 miles from New York 
City. “One thing solved by the move,” 
he says, “is the question of the kids 
watching tv. I let them stare at the set 
now as long as they want to. 

“Of course, I might crack down 
next year when we get electricity . . .” 
e 4 fom 

This week's example of network 
efficiency at its highest level: it hap- 
pened during one of those periodical 
purges and all-out efforts to keep costs 
down. 

A department head was notified 
that the group of people under him 
really didn’t need subscriptions to a 
weekly publication. Henceforth, said 
the network, the department’s hand- 
ful of subscriptions was canceled. 

The angry young department head 
objected, but in vain. Now, in mute 
retaliation, he sends his secretary to 
the lobby newsstand each week to 


| pick up the necessary copies for dis- 
| tribution to the staff. The bill goes 


into his expense account. 

Result: the network now pays news- 
stand prices, rather than the lower 
subscription rates, for the same num- 
ber of copies. 

* * * 

Attention AAAA, AFA, ANA and 
other image makers for the advertis- 
ing business: 

A friend walked up to the ticket 
window of what can still be called a 
major railroad, attracted by an ad- 
vertisement for a special three-day 
week-end offer. 

When told that 1) she couldn’t buy 
the ticket until the following day, 
and 2) she couldn’t board the train 
until still the next day, she protested 
that it wasn’t much of a bargain at 
all, as the ad had said. 

“Oh, that,” the railroad man re- 
plied, “that’s just one of those ad- 
vertising gimmicks.” 

* * * 

Overheard in a rapidly ascending, 

do-it-yourself, stainless steel Madison 


Avenue elevator: “I don’t know why 
they're going to start putting out 
overnight national Arbitrons. With 
our shows, we don’t want the bad 
news that fast.” 

* * * 

Ragged Silver-Lining Department, 
or, That’s One Way of Looking at It: 

“Ann Arbor—What the world needs 
is about 50 years of ‘absolutely bor- 
ing news,’ said a University of Michi- 
gan professor retiring after 20 years 
of regular radio commentary on news 
laden with running crises. 

“He is Prof. Preston W. Slosson of 
the history department, whose news 
commentary program over university 
radio station WUOM since 1941 comes 
to a close Monday... . 

“The past 20 years have been “good, 
too good’ for commentators, Slossen 
told radio listeners in a special inter- 
view program. One crisis has followed 
another almost continuously, he said.” 

(From the University of Michigan 
News Service.) 

* * # 

The people over at Fuller & Smith 
& Ross, after months of planning and 
expenditures, unveiled a_ research 
technique called Televised Focused 
Group Interviewing. Lest you're awed 
overwhelmingly by the title, TFGI 
consists of putting a group of women 
in a room with a moderator and let- 
ting them discuss such things as tv 
programming and commercials, Un- 
beknownst to the girls, they're on 
closed-circuit tv, with broadcast and 
agency executives observing the whole 
klatsch from an adjoining room. We 
don’t know Allen Funt’s opinion of 
the operation, but some of the candid 
comments from the women at the first 
demonstration could have aroused 
second thoughts among the eaves- 
dropping tv men. For example, what 
will happen to in-depth research on 
that fateful night when the closed-cir- 
cuit wires get crossed with a network 
telecast and the brittle, cackling voices 
of a dozen women go on the air ex- 
pressing their personal feelings about 
Bert Park’s eyebrows and vocal abili- 
ties? 































































































| The plus factor in representation 












GROWTH 


"VENARD, RINTOUL & McCONNELL INC. 











SALES 
plus 


SERVICE 
plus 


RESEARCH 


equals 


Since Venard, Rintoul & McConnell, Inc. wa — in 1953, 
each year has shown a substantial gain o ier or ele 


TV & Radio Station Representative 


Frankly, it’s easy on WINS, and we deliver far more than 
you imagined. Not just New York City, but 24 counties 

in 3 states surrounding it. Not just homes and offices, 
but over 2,800,000 cars on the road, as well. Over 

17 million people of all ages, interests and incomes 
whose annual purchases equal those of the next 3 markets 
combined. Examples? Over 6 billion on food, 2 billion 

on apparel, 214 billion on cars and automotive products. 
Yes, you buy all this when you buy WINSland, the 
mammoth market reached by Radio WINS. 

And summer brings you an extra bonus: 1 million 
radio-equipped boats that rely on WINS for official 
offshore weather and marine reports. Buy WINS to sell 
Nationally Represented by The Katz Agency or call WINS, JU 2-7000 New York. It’s as simple (and profitable) as that. 





YOUR NO.1 MEDIA BUY IN THE NO. 1 MARKET IN THE U. S. 





